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Rough Proofs 


If cigarette copy gets very much 
longer, only the unemployed will 
have time enough to read it. 
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And now Vick comes out with a 
new mouth-wash. Good old halitosis 
has created a new industry. 
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They are now giving the discour- 
aged farmer rubber tires for his 
tractors, probably figuring that this 
is his only chance for a joy-ride. 
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Speaking of farmers and the fa- 
mous domestic allotment plan, has 
anybody explained just how the idea 
of birth control is going to be sold 
to the hogs? 
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Shell Petroleum, it is reported, 
produced an advertising campaign 
for Ohio and had it running in six 
days. Let’s see—this equals the rec- 
ord for another big job completed 
in the same time. 
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Big Ben is urging radio listeners 
to buy new automobiles, but the car 
builders hope that it won’t take an 
alarm clock to wake them up. 
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“Camel Has Extra $4,000,000 for 
1933 Advertising.” 

That may help a lot of publishers 
over the hump. . 
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Cheap shoes, the retailers’ conven- 
tion was told, have greatly increased 
the number of foot ailments. And 
thus good Dr. Scholl gets ’em coming 
or going. 
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Authorities say it will be all right 
to advertise beer when it is legalized. 
At the present rate of progress the 
advertising may be read by your 
grandchildren. 
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One of the early optimistic automo- 
bile slogans was, “Buy a Bates and 
keep your dates.” And now you can’t 
s even ask the man who owned one. 
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Cadillac, a review of ancient ad- 
vertising shows, used to brag about 
its single good cylinder. At that 
time they could hardly foresee the 
ultimate ratio of sixteen to one. 
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Cosmetics advertising was bur- 
lesqued by the Poor Richard Club, 
which showed a flock of women 
emerging from a beauty shop look- 
ing all alike and just sixteen years 
old. That wasn’t burlesque, but a 
woman’s idea of heaven. 
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An early automobile slogan was, 
“Ride in a Knox and feel good and 
happy.” Today’s cars are intended 
to make you happy, but you have to 
Use your own judgment about being 
good. 
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Konktails are the “potent juice of 
the great Bahama conch.” That’s 
just what an advertising man needs 
for 1933. 

Copy Cus. 


ADVERTISING IS 
FEATURED THEME 
OF N.R.D.G.A. 


How To Check Price Copy 
Worries Leaders 


New York, Jan. 20.—Resolutions 
adopted at the concluding sessions of 
National Retail Dry Goods Associa- 
tion here demand a reduction in the 
cost of government, a ban on convict- 
made goods, and recommend tv 
President-elect Roosevelt that he ap- 
point an outstanding retailer to his 
cabinet. 

The promotion division appointed 
Robert E. Lusk of L. Bamberger & 
Co., Newark, to make a survey of 
radio. Another committee headed by 
Kenneth Collins, Gimbel Brothers, 
and Sidney Lightstone, Gimbel 
Brothers, Philadelphia, will study 
the possibilities of adopting a stand- 
ardized procedure to measure adver- 
tising results. 

Lew Hahn, Hahn Department 
Stores, was elected president of the 
association. 


New York, Jan. 19.—How to check 
the habit of price advertising was 
the first subject touched upon by 
more than a score of speakers at 
departmental and general sessions of 
this week’s convention of the Na- 
tional Retail Dry Goods Association. 

Walter Hoving, vice president, 
Montgomery Ward & Co., Chicago, 
advised retailers to study the copy 
of national advertisers, declaring it 
exhibited the punch and retention 
value sadly lacking in retail adver- 
tising, as well as the possibilities of 
building tremendous volume with 
more constructive appeals than price. 
He continued: 

“Any student of economics and 
psychology knows that there are 
many more desires and urges in the 
make-up of all human beings than 
the desire of being penurious, money- 
saving and miserly. Still, the larg- 
est percentage of all advertising is 
directed to satisfy those limited 
urges. 

“One way retailers may increase 
their profits is by joining manufac- 
turers in advertising to create de- 
mand, instead of concentrating all 
their advertising force on price ap- 
peals.” 

Harford Powel, treasurer, Abbott 
Kimball & Co., the outside critic on 
store copy, said successful retail ad- 
vertising in the future will feature 
only profitable items, talk quietly 
about quality and service, and make 
capital out of handicaps, such as 
R. H. Macy’s early inability to secure 
credit. 


Suggests Inexpensive Media 


Discussing ways to increase the 
effectiveness of inexpensive media, 
James Rotto, Hecht Company, Wash- 
ington, D. C., directed attention to 
merchandise labels, point-of-purchase 
advertising and direct mail, and also 
advocated extra-departmental sup- 
port of special promotions. 

He said it should be possible for 
shoppers to identify advertised goods 
by the descriptions on the labels, 
without assistance from sales people. 

Lois Black Hunter, vice president, 
L. S. Donaldson Co., Minneapolis, 
said she applied just two tests to 
merchandise applying for advertising 
space, “Will it produce tomorrow, 

(Continued on Page 8) 


Hupmobile Aims New 
Financial-Type Copy 
at “Careful Investor’ 


Detroit, Mich., Jan. 19.—Following 
publication of its 25th annual report 
in national magazines, in which it 
pointed with pride to its strong 


will also be brought into play by dis- 
tributors in some centers. 

The Silver Anniversary theme will 
form the background motif for the 
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financial condition, Hupp Motor Car 
Corporation next week will intro- 
duce “The Silver Anniversary Hup- 
mobile” as “themew car for the care- 
ful investor.” Two eights and a six, 
with four body styles each, will com- 
prise the line. 

In a year when many automobile 
manufacturers are featuring person- 
alities in their promotion, Hupp, by 
way of contrast, will hew close to 
its traditional line of “reason why” 
advertising. Foremost among the 
claims for superiority will be the 
financial strength of the corporation, 
which copy will say proves the repu- 
tation of its product for “quality, 
dependability and value.” 

National announcement will first 
appear as a color spread in the Jan. 
28 issue of Saturday Evening Post, 
to be followed by Collier’s and the 
New Yorker. Newspapers will be 
used in approximately 300 cities as 
dealers receive cars. 


To Use Telegrams 


Western Union dispatch of tele- 
grams will be employed as _ local 
showings open. The wires, instead 
of being individually addressed, will 
be delivered by zones, each chosen 
section of the city being covered thor- 
oughly. Spot radio announcements 


Typical "investor" copy in newspapers. 


introductory campaign, and this fea- 
ture will be continued throughout 
the first half of the year. Magazine 
art will emphasize silver as the dom- 
inating color; demonstrators and 
display cars will be finished in sil- 
ver; window posters will be done in 
that color; and dealers will distrib- 
ute silver pocket pieces, bearing the 
legend, “Hupmobile—25th Anniver- 
sary,” to prospects. Attractive book- 
lets for distribution at showings will 
prominently portray in silver the 
trophies and plaques awarded Hup- 
mobile at European style salons last 
year. 
Use “Financial” Copy 


Newspaper advertisements will 
strike a new note in layout. “Care- 
ful investor” copy will be enhanced 
with a border resembling that of a 
bond. 

“Like a sound, conservative gilt- 
edged bond,” this copy will declare, 
“Hupmobile has, for 25 years, been 
the badge of a careful investor. The 
Silver Anniversary Hupmobiles of 
1933, more than ever before, live up 
to this reputation. They meet the 
changed condition of the American 
purse ... and the unchanged Ameri- 
ean taste for bigness, roominess, 
length, luxury, speed and power.” 

(Continued on Page 8) 


Rubicam, Ine., is the Vick agency. 


a month’s illness. 


Last Minute News Flashes 


Vick Introduces New Antiseptic 
New York, Jan. 20.—Vick Chemical Company is using large space in 
a selected list of newspapers to announce Vicks Voratone Antiseptic for 
oral use, “at half the usual price of other quality antiseptics.” Young & 


J. Walter Thompson Trades Watch Accounts 


Chicago, Jan. 20.—J. Walter Thompson Company has been appointed 
advertising counsel for Elgin National Watch Company. The agency has 
been without a watch account since Gruen Watch Makers Guild recently 
placed its advertising with F. Wallis Armstrong Company, Philadelphia. 


Gen. Mortimer D. Bryant Dies 


New York, Jan. 20.—Brig. Gen. Mortimer D. Bryant of the New York 
National Guard, president of Bryant, Griffith & Brunson, publishers’ repre- 
sentatives, and former publisher of Brooklyn Times, died yesterday after 
He was 55 years old. 


EDGEWORTH GOES 
TO LARGE SPACE 
AFTER 25 YEARS 


“Flavor Testing Kit” Is 
Offered in Copy 


Richmond, Va., Jan. 19.—After 
consistently advertising Edgeworth 
pipe tobacco in one column space for 
25 years, Larus & Bro. Co. has em- 
barked on a magazine program call- 
ing for full pages only. The account 
is directed by the New York office 
of Batten, Barton, Durstine & Os- 
born, Inc. 

Decision to use large space re- 
sulted from the fact that several 
potent appeals have been developed 
in the past two years, in addition to 
the testimonial copy which continues 
to pull as effectively as when first 
used many years ago. The new 
themes include the radio program, an 
appeal to women, a method of test- 
ing Edgeworth and tips on judging 
pipes, which are combined in page 
advertisements so as to add the 
extra punch of large space. 


Fewer Publications Used 


The appropriation has not been 
increased, the larger space necessi- 
tating a decrease in the number of 
publications used. The long 1932 list 
of general magazines, women’s mag- 
azines, college publications, farm 
papers and railroad publications has 
been cut to Collier’s, The Literary 
Digest, Time, American Magazine 
and a smaller number of college and 
railroad publications. 

Edgeworth advertising has always 
been checked heretofore by the re- 
sponse to the offer of a free sample. 
The new series will be judged by 
the number of 10-cent remittances 
received for a combination of the 
sample and a corn cob pipe. The 
pipe is included to enable pipe 
smokers to test Edgeworth and non- 
pipe smokers to try tobacco in this 
form. No tie-up with the Missouri 
meerschaum industry is involved, 
and the copy also recommends other 
types of pipes. 


No Mixed Flavors 


The sample offer is described as 
the Edgeworth Flavor Testing Kit. 
The copy explains the use of a new 
corn cob pipe affords a fair test of 
Edgeworth, as it eliminates the mix- 
ing of flavors that would result if 
the tobacco were tested in an old 
pipe. 

The company began to break away 
from its traditional style of adver- 
tising, build-ups of human interest 
testimonial letters from obscure 
users, in 1929. The first experiment 
was full pages in two colors in gen- 
eral weeklies, which dramatized and 
dressed up the regular copy. It was 
discontinued after a few months, 
when it became apparent the re- 
sponse did not justify the cost of 
added space for the one appeal. 

The following year, when other 
pipe tobacco advertisers became en- 
thusiastic over the possibilities of 
broadening the market by making 
allies of women, Larus & Bro. Co. sat 
quietly on the sidelines, convinced 
that women’s enmity to the pipe 
was more or less a superstition. 

Late in 1931 the company began 
its own operation on the female fac- 
tor, basing the promotion on the 
belief that most women not only do 
not object to pipes but prefer that 
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ADVERTISING AGE 


January 21, 1933 


their husbands use tobacco in this 
form. 

The idea was tested with column 
copy in women’s magazines listing 
the desirable traits of the pipe-smok- 
ing husband, such as a good disposi- 
tion, love of domesticity, better 
health and sociability. The advertis- 
ing was addressed primarily to wives 
of men who do not smoke a pipe and 


The flavor-testing kit. 


included an offer to send a sample 
of Edgeworth and a corn cob pipe 
free, which the wife could present to 
the husband with her recommenda- 
tions. 


Response Is Overwhelming 


The response was phenomenal, as 
many as 13,000 coupons being re- 
ceived from a single insertion. The 
campaign was continued throughout 
1932 in Woman’s Home Companion, 
Ladies’ Home Journal and Good 
Housekeeping. 

With the start of a new network 
program, “The Corn Cob Pipe Club, 
or Fun at the Crossroads,” a year 
ago, the company sought to increase 
its radio audience by issuing invita- 
tions in newspaper space announcing 
and merchandising the entertain- 
ment in station cities the day of the 
program. The publication copy so 
improved the returns from the radio 
advertising in comparison with for- 
mer unaided programs that it has 
since been considered essential to 
fully effective use of this medium. 

The composite nature of the new 
series of magazine advertisements is 
revealed by a tabloid format treating 
the various appeals as distinct ele- 
ments and two coupons, one for 
wives and one for men. The flavor 
testing kit is offered in both. 

The company has never found any 


satisfactory method of sampling 
other than the coupon, the little trou- 
ble required of the sender indicating 
that he has enough interest to make 
a fair test. Now that the sample is 
no longer free, it is supposed that 
the consumer will be a little biased 
by the hope his modest investment 
will turn out well. 

The advertising claims a value of 
26 cents for the pipe and tobacco 
and requests the price of 10 cents as 
evidence of sincerity. 


Six Accounts Go 
to Brisacher 


The San Francisco office of Emil 
Brisacher and staff has been named 
to handle the following accounts: 
Boldemann Chocolate Company, which 
will use newspapers; Marin Dairy- 
men’s Milk Company, newspapers; 
Denalan Company, dental cleaning 
compound, newspapers and business 
papers. 

Madelon Pure Food & Beverage 
Company, Gravier’s Garlic Sauce, 
newspapers and radio; California 
Bottling Association, beverages and 
cereal products, radio; Tiedemann & 
Harris, Inc., hams, bacons, etc., news- 
papers and business papers. All are 
in San Francisco. 


Philadelphia Women 


Open Advertising Course 


Philadelphia Club of Advertising 
Women has started its sixth annual 
course in advertising for young busi- 
ness women at the Central Y. W.C. A. 
The course is given by 40 members 
as part of the educational work of 
the club and will continue on Mon- 
day evenings for 18 weeks. 

The student who maintains the 
highest average throughout’ the 
course is awarded a scholarship to a 
well known advertising school. 


Starts Publication 


Walter C. Wright, formerly pub- 
lisher of Lumber Trade Journal, has 
re-entered the business publishing 
field with The Cotton Economist, a 
weekly, P. O. Box 639, New Orleans. 


Erskine Names Tuthill 


Erskine Copper Radiator Corpora- 
tion, New York, has placed its ac- 
count with Tuthill Advertising 
Agency, New York. 


The Star Boarder 


BONK, bonk, bonk, bam! There’s 
been a lot of knocking lately in 
the Kendrick home... Bill, Jr., 
is “boarding” in the attic. 

It happened this way. About 
three weeks ago, Bill piped a 
brilliant idea at the dinner table. 
“You know,” he said, “I’ve been 
thinkin’ that we could do more 
with our attic than just let it 
collect dust—as it’s doin’ now. 
If we fixed it up with some of 
this new Fy-bur-ite wallboard, 
frinstance, it would be a swell 
place for me to retire from the 
madding crowd and concentrate 
on omnes Gallia est divisa in 
partes tres... and other things.” 

Pressed as to the “other 
things,” Bill cheerfully admits 
they were really in back of it 
all... . Having a place of his 
own where the gang could meet, 
and so forth. 

Bonk, bonk, bonk, bam! Up 
oes the wallboard. Out 
amily dollars. Says Bill: “After 

I get this finished, it might be 
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good if I had a new desk, too, 
Dad. I thought we might get 
one of those aluminum ones.” 
... Notice the We. 

More and more leading manu- 
facturers are recognizing the 
influence of the “boy in the 
home” on family buying. And 
more and more are coming to 
THE AMERICAN Boy as the one 
magazine in which they can 
speak to him in his own lan- 
guage, and try for his favor. 

500,000 young fellows read 
THE AMERICAN Boy. Nearly 
80% of high-school age or over. 
Men enough to be convinced. 
Boys enough to back up that 
conviction with sales-sowing 
enthusiasm. Important factors 
these days! April forms close 
February 10th. 


The YOUTH'S COMPANION Founded 
‘American Bo 
Detroit Michigan 


PEABODY ASKS 
FEWER VISITS 
FROM SALESMEN 


New York, Jan. 18.—‘Please elim- 
inate unnecessary calls.” 

This request to space salesmen 
was made by Stuart Peabody, mana- 
ger of sales and distribution analy- 
ses, The Borden Company, and presi- 
dent, Association of National Adver- 
tisers, in an address at the Adver- 
tising Club of New York today. 

“I think the majority of advertising 
managers will join me in the fervent 
plea that salesmen ask to see us only 
when they believe they have some- 
thing to say which is of real im- 
portance or which will help our busi- 
ness,” said Mr. Peabody. 

“There is a big job of work to be 
done this year both by the advertiser 
and by the seller. When the intelli- 
gent type of salesman employed in 
advertising is forced to make a quota 
of so many Calls a day, he is certain 
to waste a lot of his time. Further- 
more, he wastes a lot of my time, 
all for the sake of reporting back to 
the boss that he has called on The 
Borden Company and ‘Peabody says 
the appropriation is committed for 
this year, but he’ll bear us in mind 
for 1934.’” 

Mr. Peabody suggested that space 
salesmen would do well to make a 
study of the application of their 
medium to specific accounts, thus 
preparing themselves for future calls 
of a constructive nature. 

Discussing the study of broadcast- 
ing made by the Association of Na- 
tional Advertisers, Mr. Peabody 
urged sellers of radio time to support 
the studios financially. 


An Important Task 


“Our Co-Operative Analysis of 
Broadcasting, started by the A. N. A. 
to obtain for members vital facts that 
the seller was unable to supply, has 
been given impetus by the financial 
support and active interest of adver- 
tising agents,” said he. 

“Advertisers are so eager to obtain 
authoritative information that they 
have paid out more than $64,000 in 
support of this work. Agencies have 
added more than $32,000 to this sum. 
Some day, in the not too distant 
future, we hope this research under- 
taking will have a third underwriter 
in the collective personality of sell- 
ers of radio time.” 

Advertisers are far from satisfied 
with certain conditions among me- 
diums, in spite of the reforms which 
have been instituted, Mr. Peabody 
said. 

“We have seen no evidence to con- 
vince us,” he asserted, “that news- 
paper rates as a whole have come 
down to their proper position. We 
are strongly against forced circula- 
tion in newspapers as exemplified by 
such methods as excessive bonuses 
to boys, too many bulldog editions, 
predating and other evils which are 
well known to all of us. 


Oppose Padded Circulation 


“We are strongly against forced 
magazine circulations as exemplified 
by excessive use of premiums, ab- 
surd combination offers, etc. We are 
firmly convinced that combination 
newspapers in which a national ad- 
vertiser is forced to buy duplicate 
circulation in a morning and even- 
ing newspaper, while a local adver- 
tiser may buy either paper sepa- 
rately, is grossly unfair and an eco- 
nomic waste. 

“We are firmly convinced that 
what our business needs is quality 
circulation.” 

Returning to radio, Mr. Peabody 
said there has been too much pad- 
ding of prices for talent—money 
which the artists receive but which 
is largely diverted to go-betweens. 

“Advertising cannot continue to 
support the parasites who inflate 
radio costs,” he argued. 

Mr. Peabody urged all advertising 
men to keep an eye on government 
costs and to take every opportunity 
to urge reduction. 


Number of Publications 


Off 82, Ayer Book Shows 


There were 21,109 newspapers and 
periodicals published in the United 
States and Canada at the beginning 
of 1933, or 82 less than last year, 
the latest edition of N. W. Ayer & 
Son’s Directory of Newspapers and 
Periodicals reveals. 

At the beginning of 1933 there 
were 2,368 dailies, with an aggregate 
circulation of 38,826,000, and 11,970 
weekly newspapers, as against 2,415 
dailies and 11,979 weeklies a year 
ago, the book shows. 

The highest number of newspapers 
and periodicals ever published was 
in 1927, when there was a total of 
24,868. 


Eckhardt Heads Agency 


Practice Committee 


Henry Eckhardt, of Kenyon & 
Eckhardt, Inc., New York, has been 
named chairman of the agency prac- 
tice committee of the American Asso- 
ciation of Advertising Agencies. 
Other members: 

Harrison Atwood, McCann-Erick- 
son, Inc., New York; George T. 
Eager, Batten, Barton, Durstine & 
Osborn, Inc., New York; William 
Reydel, Newell-Emmett Company, 
New York; Willard S. French, 
Brooke Smith & French, Inc., De- 
troit; L. W. Baillie, J. Walter 
Thompson Company, New York; and 
Winthrop Hoyt, Charles W. Hoyt, 
Inc., New York. 


Stanley Gibson Buys 
Lansinger’s Magazines 

Stanley V. Gibson, president of 
Motion Picture Unit, New York, has 
acquired College Humor and Real 
Detective from J. M. Lansinger, Chi- 
cago. 

College Humor will be re-named 
College Humor and Sense, and pub- 
lished monthly beginning with the 
March issue. No changes are con- 
templated for Real Detective. 


Drano in New Odorless 
Form Is Introduced 


Drackett Chemical Company, Cin- 
cinnati, used full pages in five lead- 
ing national magazines and six pa- 
pers covering the grocery field to 
introduce its new odorless Drano, a 
cleanser for drain pipes, following 
acceptance of the new product in trial 
territories. 

Ralph H. Jones Company, Cincin- 
nati, is the Drackett agency. 


Burton Freer Dies 


Burton R. Freer, Chicago represen- 
tative of The Spur, New York, died 
in Michigan City, Ind., Jan. 19 as the 
result of an automobile accident the 
previous Saturday. Before joining 
The Spur he was a partner in Cole & 
Freer, publishers’ representatives, 
and more recently operated Burton 
R. Freer, Ltd. He was 54 years old. 


Triple A Expands 


Triple A Advertising Carriers, 
Inc., St. Louis, has leased two stories 
of the building at 1918 Washington 
Ave., to triple the company’s office 
and warehouse space, and has also 
opened a branch at 1104 Oak St., 
Kansas City, Mo. Roy Ziegenfuss is 
president of the company. 


Three Name B-D-C 


The San Francisco office of Bow- 
man, Deute, Cummings, Inc., has been 
named to handle advertising of Silva- 
Bergtholdt, nurserymen of Newcastle, 
Cal.; Pioneer Hatchery, Petaluma; 
and Pacific Coast Gas Association, 
San Francisco. 


Skillman Leaves Club 


Edwin F. Skillman, due to a con- 
solidation of two departments, is no 
longer with the Advertising Club of 
New York, where he has been edi- 
tor and business manager of “Adver- 
tising Club News” for three and one- 
half years. 


Heegstra Starts Agency 


H. Walton Heegstra, formerly Pa- 
cific Coast manager for Blackett- 
Sample-Hummert, Inc., has opened 
offices at 465 California street, San 
Francisco, and will conduct a general 
agency business. 


Mason Changes Agencies 


Elmer Mason, for eight years a 
copy writer in the New York office 
of Batten, Barton, Dustine & Osborn, 
Inc., has resigned to become a direc- 
tor in the firm of Abbott Kimball 
Company, New York. 


—, 


N. P. A. Issues — 
New Bulletin 
On Beer Copy 


New York, Jan. 20.—A new bulle. 
tin of National Publishers’ Associa. 
tion, issued yesterday, calls attention 
to omission of a section of the law 
affecting the advertising of intoyxj- 
cating beverages in the United States 
from its earlier bulletin on this guyp. 
ject, and makes this comment: 

“It is evident that although a 
change in the Volstead Act may 
legalize beverages of 3.2 per cent, it 
would still be impossible for pub. 
lishers to send any copies of their 
publications through United States 
mails into states whose laws forbid 
the advertising of liquors of such 
alcoholic content, unless the section 
of the United States code is modi 


fied to eliminate the portion refer- 


ring to individual state laws. 

“We are advised by the Senate 
judiciary committee that they intend 
to make definite provision to protect 
dry states, not only from the inter. 
state transportation of liquors that 
their laws forbid, but to prevent the 
use of the mails and radio for adver. 
tising such liquors in any way. It 
seems impossible to set up a state 
line barrier preventing air waves 
from entering such states, but of 
course, they can retain the present 
provisions of Section 341 that wil) 
deny the use of the mails to periodi- 
cals that carry liquor advertisements. 

“The law referred to above does 
not affect other forms of interstate 
movement of periodicals, and it 
would still be possible without modi- 
fication of any law for newsstand 
copies containing advertisements of 
alcoholic beverages to be shipped by 
freight or express into such states 
for newsstand or boy sale. This 
raises a serious problem for periodi- 
cal and newspaper publishers because 
it will be impractical to have sepa- 
rate editions for mail copies, and if 
it will be impossible for Congress to 
curtail radio advertising, it will place 
magazines and newspapers at a dis- 
tinct disadvantage. 

“Another section of the United 
States code prohibits the advertising 
of liquor ‘by any means or method, 
but carries the following unusual 
proviso, ‘Provided, however, that 
nothing in this chapter shall apply to 
newspapers published in foreign 
countries when mailed to this coun- 
try. This would permit Canadian 
and other foreign periodicals to cir- 
culate in dry states through the 
mails and deny this privilege to 
United States publishers.” 

The bulletin ends with a request 
for suggestions on how the associ- 
ation should proceed on legislation 
to protect members’ interests. 


$2,700,000 for Safeway 


Safeway Stores, Inc., grocery chain, 
will spend approximately $2,700,000 
in newspapers during 1933, M. B. 
Skaggs, president, has announced. 
This is approximately the same as 
the 1932 appropriation. 


Gracemill in Charge 
Robert L. Gracemill has taken over 


entire control of the San Diego, Cal. | 


agency of Gracemill-Hitz, and is op 
erating under his own name at 409 
Southern Title & Trust Bldg. 


Weston-Barnett Expands 

Weston-Barnett, Inc., has opened al 
office at 507 Weston Bldg., Clinton, 
Iowa, with Joseph P. Schuy in charge. 
Other offices are in Chicago, Minne- 
apolis, and Waterloo, Iowa. 


Schenck Pills to Mosse 


Dr. J. H. Schenck & Son, Philadel- 
phia, Schenck pills, have placed their 
account with Rudolf Mosse, Inc., New 
York. Newspapers will be used. 


Shur Loc Appoints 
Advertising of Shur Loc Window 
Guard Corporation, New York, has 
been placed with Harry R. Gelwicks 
Company, Long Island City, N. Y. 


Fenton-Lewis Moves 


Fenton-Lewis, Ltd., Los Angeles 
agency, has moved to new quarters at 
704 S. Spring street. 
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“Now, here,” said the Red Queen, “it 
takes all the running you can do to 
keep in the same place. If you want to 
get somewhere else, you must run at 
least twice as fast as that.”’ 
—Through the Looking Glass 


Before a newspaper can sell goods ‘for 
an advertiser it ought to be able to sell 
itself. The only newspaper which has 
done so is the Chicago Tribune. It is the 

a only daily newspaper which delivers real 


selling coverage of the million-plus fami- 
lies in Chicago and its suburbs. 


O keep up with the news, a newspaper Every day readers decide on the cur- Ask a Tribune man for the full facts 
must keep up with the public. The rent meritsofChicagonewspapers.Every and about the new discounts which en- 
newspaper out of touch with readers is day they establish the Tribune as the able advertisers to get more sales in this 
on the way out! most interesting and widely read daily great market. 
What was good enough before the war newspaper in Chicago and suburbs. And Sone 
isn’t, because of that fact, good enough every day the Tribune—the only S00. Chdeudte acid oidhithiy diltih ih sualsis: 
today. And if it isn’t as good as it was Chicago newspaper to do so—prints l/ation of 748,136 families. The News with a 
" ge9 tot —— . daily circulation of 369,222, a coverage of 
before the war, it’s because it isn’t what for nme inspection the record of the it cee. cent... tie eee 
readers want. readers’ verdict. daily circulation and 34 per cent coverage. 
The Tribune with 244,755 daily circulation 
4917 1932 and a coverage of 33 per cent. 
day, a newspaper must print Then war and its great changes affecting 
js every level of family life. Every newspaper 
the news the p ublic wants, COVE R A GE faced with new conditions, new perspec- . 
when and as it wants it. 


tives. Every newspaper trying strenuously 


To get and hold readers to- 


Percentages of coverage to meet the times, to get and hold the 
You can’t be anchored to a of the families of Chicago hundreds of thousands of new readers. 
i d suburbs by dail; 
pre-war habit and keep up ” “‘aaouaeen — 1932. Chicago and suburbs increased by 


with the readers who have 
abandoned it. 


409,541 families—a gain greater than the 
present population of San Francisco, 
Detroit, or St. Louis—greater than the 
present combined populations of Pitts- 
burgh, Kansas City and Milwaukee. 


The Tribune with a gain of 58 per cent in 
density of coverage reaching 52 per cent of 
the families—46 per cent more than read 
any other Chicago newspaper—practically 
as many as are reached by any two other 
: . : Chicago newspapers combined. 
paper in Chicago and its You can’t fool the public forever. Tf they 
suburbs. It has kept pace don’t get what they want, they don’t come 


: : back. 
i he ide N 
— ere — naib » - AMERICA A newspaper can’t skimp successfully on 
and habits of this community. 


news. It can’t trim on national, foreign, 
It is constantly improving its sports or other news service, use cheap re- 


writes, print propaganda and write-ups of 


A newspaper is bought to 
be read. And because it prints 
the real news, promptly and 
accurately, the Tribune is 
the most popular news- 


Swe eevee FAMILIES AND DAILY NEWSPAPER CIRCULATIONS falsehoods—without having it show up in 
: IN METROPOLITAN CHICAGO the circulation statements! 
The Tribune does not skimp 1917 : 1932 
Number Coverage Number 
on nor color nor suppress Families . .748,136 sia 1,157,677 shai rs Trib 
. i .. 244, \ 

news. It is not mortgaged to American 252.680 34% 414995 36% Irdango mune 
any political, financial or News .... 369,222 49% 377,809 33% 


NOTE: Circulations are averages for six months’ periods ended THE WORLD'S GREATEST NEWSPAPER 


other interests. It gets the September 30, and for city and suburban only FIRST IN CIRCULATION—FIRST IN RESULTS 
truth and prints it. FIRST IN ADVERTISING 
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How to Get 


Almost any professional or ama- 
teur statistician could sit down be- 
side you with a pencil and paper and 
demonstrate that there is no business 
to be had in a lot of fields. He could 
make his demonstration particularly 
impressive if he were to use the farm 
field, and were to quote verbatim from 
the speeches of the friends of the 
farmer, who have been proving how 
sad his lot has become. 

Farmers are not buying, they could 
show, and they would make this state- 
ment particularly pointed if the dis- 
cussion related to power equipment 
for farm use. Nobody is buying trac- 
tors, the story would proceed; and 
many of those who have tractors are 
discontinuing their use and are re- 
turning to horses and mules because 
feed is so cheap. 

After the statistician got through, 
you could take the January 14 issue 
of ADVERTISING AGE and learn from a 
news story describing the success of 
the International Harvester Company 
that its new Farmall tractor, low in 
price and light in weight, is creating 
a furore throughout the field, and 
that they are actually being sold to 
the farmers who, according to all the 
figures, are not doing any buying, 
and particularly are not buying trac- 
tors. 

The current issue of ADVERTISING 
AGE tells of another success in the 
tractor field, where the Allis-Chalmers 
Manufacturing Company is pioneer- 


the Business 


ing with a rubber-tired tractor, and 
Goodyear and other tire manufactur- 
ers are stepping into the sales and 
advertising picture with the news of 
their tractor tires, which take the 
hard jolts out of tractor operation. 

The farm field is used as an ex- 
ample, because it is asserted by the 
experts to be doing no buying. There 
are other markets which are also re- 
ported, statistically, not to be inter- 
ested in trying anything worth men- 
tioning. One of them is the industrial 
field. And yet the Link-Belt Com- 
pany, according to the January issue 
of Class € Industrial Marketing, is 
selling a lot of chain for power trans- 
mission because it has developed a 
cadmium-plated product which looks 
like silver, is rust resistant, is called 
“Silver Link” and sells at the same 
price as the old product. 

There seems to be a sort of formula 
for the successful merchandisers who 
are going out and refuting the as- 
sertion that there is no business in 
this, that or the other market. It 
seems to consist first of developing a 
new or improving an old product; 
making something that people want 
in spite of their feeling that these 
are hard times and that they 
shouldn’t buy; and then going out 
with a vigorous advertising and 
sales drive to cash in on the interest 
that such products invariably arouse. 

So when you start out to sell this 
year, just forget the statistics. 


Help for the Small Advertiser 


Walter Buchen, who spoke before 
the Chicago Business Papers Associa- 
tion last week, made a particularly 
strong plea for help for the small ad- 
vertiser, meaning primarily the ad- 
vertiser who uses small _ space, 
whether he is actually small in size 
or in appropriation or not. He urged 
that business paper make-up and 
other publishing policies be changed 
to give the small advertiser and the 
small advertisement a better break. 

Business publications in many cases 
still use a solid advertising make-up 
which puts the burden of reader in- 
terest on the advertisements without 
benefit of accompanying reading mat- 
ter. While reader interest in this 
kind of advertising is frequently 
strong, the small space unit is evi- 
dently at considerable disadvantage 
under such conditions, even though 
the full page may attract its share 
of attention regardless of make-up. 

The problem of the small advertiser 
is not peculiar to the business paper 
field, however, and we suspect that 
the real problem is not so much that 
of the publisher as the copy-writer. 
The average copy and lay-out job is 
not nearly so well done with small 
space units as with large ones. Many 
times a page or other large advertise- 
ment is réduced to small space with- 


out taking the trouble to fit it into 
that size to advantage. The result 
is often depressing, and suggests that 
the advertiser himself did not give 
sufficient care to the problem of utiliz- 
ing his space to the best advantage. 

On the other hand, it is agreed by 
everybody who has studied the sub- 
ject that never was there such an 
opportunity to use small space to ad- 
vantage as now. Reduced advertis- 
ing volume means less competition 
for attention, and the well written 
and well designed advertisement of 
small size has a great opportunity 
to do a powerful selling job. 

Small companies and large com- 
panies with thin markets can get 
extra dividends this year out of cam- 
paigns involving the use of small 
space, provided the product is right, 
the merchandising appeal correct and 
the space employed to the best ad- 
vantage. 

Mr. Buchen’s point regarding the 
small advertiser, who needs encour- 
agement at this time, is a good one, 
and we hope that both publishers and 
agercies study the problem with the 
idea of cultivating greater reader in- 
terest and response through better 
copy, better layouts and better publi- 
eation make-up. ; 
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Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 459. Fawcett Women’s Group. 

An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of over 1,000, and by counties, 
of True Confessions, Screen Book, 
Screen Play, and Hollywood, the pub- 
lications which make up the Fawcett 
Women’s Group. 


No. 448. “Who They Are;” “What 
They Own;” “What They Pay;” 
“Are They Buying Now?” 


This interesting booklet published 
by Cosmopolitan Magazine contains 
detailed information on the incomes, 
buying habits, magazine preferences 
and other pertinent subjects of con- 
sumers, based upon 132,527 personal 
interviews made by R. L. Polk & Co., 
with housewives in Pittsburgh, Co- 
Ilmbus, Fresno, Richmond, Seattle 
and Charleston, W. Va. The booklet 
contains a wealth of detailed infor- 
mation, and many valuable charts. 
It shows the standing of 15 national 
magazines, as indicated by 24 basic 
factors, and also includes 11 other 
factors. 


No. 438. Plotting the Shot. 


Comparisons of the “three major 
markets,” metropolitan, middle ur- 
ban and small town-rural, showing 
total retail spending, food sales and 
drug sales compared with population, 
feature this unusually attractive 
booklet published by Pictorial Review. 
Interesting charts also show circula- 
tion of six women’s magazines com- 
pared with total retail spending in 
each of these markets, with food 
sales and drug sales. 


No. 431. The Market Chicago. 


This booklet contains complete 
marketing information on the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
area. Published by Big 4 Advertis- 
wholesale and retail trade in the 
ing Carriers. 


No. 454. 


An extremely interesting presenta- 
tion of the place of this new sales aid 
in modern business. A well written 
and well printed survey of automatic 
sales equipment, its past history and 
future opportunities. Published by 
Mills Novelty Company. 


Automatic Merchandising. 


No. 449. Ourrent Buying Indices of 
Magazine Readers. 


This booklet, detailing the results 
of a Percival White study of readers 
of nine leading women’s magazines, 
contains a wealth of material which 
should interest every advertiser. De- 
tailed tabulations indicate what ap- 
pliances each reader has, what types 
of groceries and what brands are pur- 
chased, how many members of the 
family are employed, what they do, 
and whether they are working part 
time or full time, ete. Published by 
True Story Magazine. 


422. The Sex Life of the Spider. 


“Two sexes for the price of one” 
is the theme song of this unusual 
booklet published by Redbook Maga- 
zine. You can’t make sales if you 
sell only one-half of the family, the 
booklet contends, and it proves it in 
an interesting fashion not only with 
the sex life of the spider, but with 
real or alleged incidents in the lives 
of famous couples, starting with 
Adam and Eve and progressing his- 
torically through Samson and Delilah, 
Socrates and Xantippe, Anthony and 
Cleopatra, Ulysses and Calypso, 
Roiwneo and Juliet, Napoleon and 
Josephine, and Mr. and Mrs. Gleep 


(1932). 
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A SAD COMMENTARY ON THE BUSINESS SITUATION 


—Ballyhoo. 


"Gentlemen, the Tender ae id Greeting Card business is in a hell 
of a mess!" 


Voice of the Advertiser 


How It Was Done 
in the Gay ’90s 


To the Editor: We are enclosing 
a reprint from one of the advertising 
folders issued by the B. F. Goodrich 
Company in 1890, or 43 years ago. 
We believe the brief moments re- 


Gandidly, within the past few scart, have you not made emphatic 
derogatory remarks about worthless hydrant hose that is slways givimg trouble? 
Perhaps you have more than once expenencesl the intense financial satisfaction 
of sacrificing the entire profit on a few bales, more or less, for the sake 
of pacifying some irate customer, who, in » disheveled and bellicose condition 
has unceremoniously invaded your private office. dragging a disreputable looking 


A 
wi 


bundle of hose, which he vociferously insuted upon being replaced forthwith. 
At such delightful seasons have you mot been tempted to pronounce able- 
bodied anathema® upon those who make “such stuff? Doa't you think it is 
about ume that « reform movement was sterted, having for ite watchword 
~ Down with cheap hose"? 


Seriously, would not the consumer be far better off and would 
mot the dealer ultemately do « much more satisfactory and profitable business 
if nothing but first-class hose were sold? The man who takes out the hose 
he bought last seasoe in the comfortable anticipation of the fun he is going 
to have sprinkling bis lawn or flower bed is not apt to consider such hose 
® profitable investment or to say complimentary things of the dealer from 


quired for perusal of its contents 
will be repaid by a few chuckles over 
its illustrations and comparisons it 
evokes with modern examples of the 
advertising art. 

Reading of its text will reveal, too, 
that manufacturers in those far away 
years evidently had to contend with 
the same price problem that still be- 
sets those who are fighting to keep 
up quality standards during the 
times through which we are passing. 


R. E. Powers, 
Public Relations Department, B. F. 
Goodrich Company, Akron, O. 
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Sees a Change in 


Agency Relations 

To the Editor: We are all human 
—we of the human race. And al- 
though there are a lot of us who are 
“sub-human,” none of us is super- 
human, despite the fact that adver- 
tising agency executives under exist- 
ing systems of remuneration, are 
supposed to be. 

This year is to see an improve- 
ment in volume of advertising over 
the immediate preceding years, ac- 
cording to general opinion. If this 
turns out to be true, for the first half 
of the year at least, it will be neces- 
sary that advertisers spend a larger 
percentage of their gross receipts for 
advertising than has been the cus- 
tom. And if a man is to increase his 
appropriation for advertising, he is 
personally going to see to it that this 
is to get for him the absolute maxi- 


mum of results. He is going to ques- 
tion his agency’s campaign, regard- 
less of how successful it has been in 
the past. 

So the agency executive has to be 
prepared to cope with this situation. 
He should not have to be in a posi- 
tion where his remuneration will 
affect his judgment as to the type 
and extent of advertising his client 
requires. 

Walter B. Neuburg, president of 
Percival K. Frowert Company, New 
York, hits the nail on the head 
when he says: “As consumer sales 
became thinner, advertising thought 
and language has become tougher. 
In some instances, it became almost 
too tough for words.” 

This year is to see the advertiser 
force a change in the account system 
of the agency. And may we all hope 
that it will assist the general ad- 
vancement of advertising. 


CHARLES W. PorTER, 
Brown & Bigelow, Chicago. 
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A Decent Step 


To the Editor: I should like to 
take advantage of your kind offer to 
insert classified situations wanted 
advertisements for unemployed men 
and women in this field. 

This announcement of yours is cer- 
tainly a decent step. I am sure that 
many others, besides myself, will 
remember and appreciate your gel- 
erosity. 

NEw YORK. 
> | 


Three Cheers 


To the Editor: Three cheers—for 
you—ADVERTISING AGE, for your 
splendid cooperation in assisting un 
employed advertising men and wo 
men by opening up the classified 
columns in your paper. 

Here’s my copy, and no end of 
thanks to you! 

Cory WRITER. 
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Stamps Are an Item, Too 


To the Editor: It is surprising 
how costly those threecent stamps 
seem when you are desperately writ: 
ing letters to get a job. 

No matter how good a sales promo 
tion or advertising man you may be, 
the market is pretty thin at this time. 
But one has to contact so many manu 
facturers before getting a nibble. 

Consequently I sincerely appreciate 
your offer to place a free advertise 
ment. I am hopeful of inquiries be 
cause your continually improved pub 
lication grows more and more irre 
sistible to the advertising man. 


ILLINOIS. 
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What Does a Consumer Consume? 
And Whenr And Why? 


And How?’ 


One of the most amusing of statistics that has 
been produced in recent months is a series of 
charts showing that the readers of a certain mag- 
azine are at the top of the list of possessions. 
Apparently it has never even occurred to that 
publication that the top of the list of posses- 
sions is nearly always the bottom of the list of 
demand. 


Even the little shop girl knows this. The first 
question she always asks her boy friend is, “Are 
you married?”—knowing very well that if he is, he 
is no longer a marketable product for matrimony. 
And he is immediately reduced to the bare possi- 
bility of a repossession or a replacement value. 


The real, original consumer-market is not there 


But if the purpose of this page were merely to 
show that the top of the list in possessions is too 
often the bottom of the list of demand—if our ob- 
jective were merely to present the facts that True 
Story readers, according to the most recentsurvey, 
owned the least number of radios in 1930 and have 
bought the greatest number in 1932, or that they 
head the list in the 1932 purchase of new and used 
automobiles, or that even in the matter of such 
comparatively recent contrivances as electric 
clocks they were at the bottom of the list of 
ownership in 1930 and at the top of the list of 
purchasers in 1932—if the purpose of this page 
were merely this, it might be very devastating as 
a present attack, but it would not be very thought- 
ful of the future rearrangement of American 
affairs. Every sales manager already knows only 
too well that he can no longer get his quota of 
sales from the same old sources that he used to 
look to years ago. 


Capital and labor, the manufacturer and the 
wage-earner, are still bound together for the one 
objective, and neither can obtain that objective 
without the other. Mass production must go to 
mass consumption; it cannot go anywhere else. 


So the object of this page is to try to find out 
what that capacity for consumption on the part 
of wage-earning America is today. How muchof 
his purchasing power has the wage-earner left? 
How fast can he go in helping you, and thereby in 
helping himself, toward economic recovery? 


To begin with, we know, from the constant 
flow of confidence that comes to our desk; that 
the resiliency of the American wage-earner isthe 


greatest of any class, anywhere in the world. 
When he gets a job he can start spending. When 
he has a job he can keep spending. That is be- 
cause he has no social objectives to maintain, no 
social position to hold nor to go in debt for. 


Second, we know, from these same innumera- 
ble documents, that while the wage-earner has 
suffered the most where he has suffered at all, he 
has suffered the least in the general run of affairs. 
Commodity prices came down, even before 
wages came down, and are still below the com- 
parative level of the wage scale. 


So his buying power, in spite of the perfect dev- 
astation that surrounds the unemployment group, 
is undoubtedly the greatest buying power in 
America today, not only in volume but in actual 
percentage. In volume, of course, because of the 
enormous masses involved, it is tremendous. In 
fact, it is about the only thing that still keeps the 
wheels of business turning today. 


Now, when we take the reflection from some 
two million True Story readers, showing quite 
evidently their spending capacity, and then turn 
to this most recent survey, which seems to be the 
talk amongst American businesses, we find a 
verification of this fact which is rather startling. 


Here amongst the famous trade-marked 
names, which America knows as well as it 
knows its own, we find the True Story percent- 
age of purchase now practically equal to that 
of the Social Front. 


In other words, amongst the nationally known, 
famous brands of toilet soaps, hand lotions, salad 
oils, gelatine desserts, coffees, cleansers, baking 
powders, yes, even ginger ales, there is seldom 
any difference between the actual purchases per 
thousand homes of the Social Front and those of 
the wage-earning masses. 


So that when you multiply these figures per 
thousand of the wage-earning masses by the tens 
of millions of wage-earners who are still em- 
ployed, it doesn’t require much perspicacity to 
understand that the buying capacity as well as 
the trade-mark demand of America is still in the 
hands of the wage-earners of America, and that 
the speed of recovery will be in direct propor- 
tion to the sustaining of that capacity and the 
fostering of that demand. 
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NEW PORTFOLIO 
IS. EDUCATION 
IN FURNITURE 


Karpen Condenses Rules 
of Decoration 


Chicago, Jan. 19.—Directing all of 
their energies to the generation of 
more power at the point of sale, S. 
Karpen & Brothers, Chicago furni- 
ture manufacturers, are developing 
an elaborate portfolio designed to 
bring the thinking of both dealers 
and consumers into focus. 

The portfolio will demonstrate the 
attainment of both style and proper 
color combinations, without any 
sacrifice of lasting comfort. To the 
trade the presentation is being adver- 
tised as a method of expanding dealer 
stocks with no excess investment. 

Facilities of furniture dealers vary 
greatly from the million dollar house 
in the metropolis to the limited per- 
sonnel and experience of the small- 
town retailer. The buyer, however, 
expects expert advice from all. The 
portfolio is designed to give every 
dealer the wherewithal to know and 
to prove that he knows. 

It will indicate period styles which 
can be blended. An elaborate color 
chart will show permissible color 
combinations with due regard to all 
conditions which may affect a choice. 

If the consumer is satisfied with 
everything but the price, the dealer 
may refer to the proper page of the 
portfolio to picture the sturdy con- 
struction of Karpen furniture, built 
to last a life-time. 

Dealers invited to Karpen head- 
quarters to inspect the portfolio have 
seldom agreed on its most valuable 
features. Each has enthused over 
some certain phase, indicating to 
Karpen Brothers that they are on 
the right track. 

Karpen is also giving its dealers 
some sound advice on hew to adver- 
tise their merchandise. Miss N. V. 
Field, advertising manager, checks 
dealers’ copy closely through clipping 
bureaus and keeps up a running fire 
of comment by mail. Miss Field is 
persuaded that photographs are most 
effective in furniture advertising, 
few other forms of illustration por- 
traying massive suites with the de- 
sired realism. 


Census Bureau Completes 
Report on Distribution 


A final report on the distribution 
of sales of manufacturing plants has 
just been issued by the Bureau of 
the Census. Copies are obtainable 
from the Superintendent of Docu- 
ments, Washington, D. C. 

According to the report, 30.7 per 
cent of manufacturers’ sales are dis- 
tributed through wholesalers. Sales 
to industrial and other large consum- 
ers, 29.1 per cent; to retailers, 19.6 
per cent; to manufacturers’ own 
wholesale branches, 16.9 per cent; to 
own retail branches, 2 per cent; and 
to household consumers, 1.7 per cent. 


A. & P. Continues 


Booth Tarkington has written a 
new series of Maud and Cousin Bill 
sketches which are being sponsored 
over an NBC-WJZ network each 
Monday, Tuesday and Wednesday at 
6 p. m., under the sponsorship of 
Great Atlantic & Pacific Tea Com- 
pany. 


Returns to Field 


Pharis Tire & Rubber Company, 
Newark, O., returned to the realm 
of national advertisers this week 
after an absence of several years, 
with a two-color page in the Jan. 21 
issue of Saturday Evening Post. 
United States Advertising Corpora- 
tion, Toledo, is the company’s agency. 


Brown on Coast 


Harry Boyd Brown, merchandising 
manager, Philco Radio & Television 
Corporation, Philadelphia, is address- 
ing Pacific Coast advertising clubs 
on a business swing through that 
section. 


ONE THEME SERVES TWO MASTERS 


She has IT 


AVOID OFFENDING 


Underthings absorb perspiration odor— 
Protect daintiness this easy 4-minute way 
ea 
ove day's 


undies . . . stockings, too! Use 
bok Sn diesivenh 


barmfol alkali which weakens 
threads, fades color. 


stantly in it. Squrese suds through 
fabric, rinse twice. 


but not what 
you think... 


After one dance they pass her up. 
They forget that rose-petal skin, 
those dreamy eyes, her agreeable 
manner, her grace on the dance 
floor .. . She has “iT,” all right 
—but not what you think! 


HAT A SHAME that she ruins her great 

charm by this undesirable “it”— per- 
spiration odor . . . the stale hint that comes 
when lingerie isn’t quite fresh. 

Why doesn’t she protect her daintiness— 
and her popularity—Lux underthings after 
each wearing? All healthy people perspire, 
frequently over a quart a day, though many 
never even feel sticky. Underthings absurb 
this perspiration, but Lux removes it, takes 
away odor completely. Saves color and fabric. 
And it takes only 4 minutes, or tess! 


LUX for underthings 


Saves Colors and Fabrics 


Current newspaper copy for Lux, indicating how the old familiar 
"B. O." theme popularized by Lifebuoy, has been adapted, with a 
little change in presentation, to serve another Lever Brothers product. 


Gas Tax to Pay for 


State Advertising 


Funds totalling $62,500 a year 
would be diverted from the receipts 
of the gasoline tax to “advertise 
Michigan highways and points of in- 
terest to which they lead,” under a 
bill introduced in the state senate. 
This would take the place of the 
present appropriation of $50,000 from 
the general fund. 

This fund was created by the 1929 
legislature which appropriated $100,- 
000 annually, the money to be ap- 
portioned to the four principal tour- 
ist and resort associations of the 
state. The appropriation was reduced 
at a special session last summer. 


WLW Adds New Touch 


to “Notes in Business’’ 


WLW, Cincinnati, has announced 
the appointment of an advisory com- 
mittee of 22 editors of business pa- 
pers to act as consultants to the new 
“Notes in Business” program which 
is broadcast each Saturday night 
from 7:30 to 8. 

The program consists of a swift- 
moving series of one or one and one- 
half minute dramatized business epi- 
sodes commenting on new and inter- 
esting business news of the week. 


Liggett and Myers 
Profits Maintained 


Liggett & Myers Tobacco Company 
net earnings in 1932 were within two 
cents a share of the 1931 figure, the 
corporation’s annual report reveals. 
1932 net was $24,749,979, compared 
with $24,810,356 the previous year. 

The directors declared the regular 
quarterly dividend of $1 a share and 
an extra dividend of $1 on the com- 
mon stock, and regular and extra 
dividends of $1 each on the common 
B stock. 


Socony-Vacuum to 


Dramatize Events 


Edwin C. Hill will present “drama- 
tized news events” with the big name 
there in person in a new series of 
programs sponsored by Socony-Vac- 
uum Corporation over a CBS network 
each Friday from 9:30 to 10 eastern 
time, beginning Jan. 27. 

Dempsey and Tunney, the three 
Barrymores, George Gershwin, Ely 
Culbertson, and others are scheduled 
to appear in the programs. 


Rice Marries 
S. H. Rice, agency chief of Los 
Angeles, and Mrs. Christine Fisher, 
society matron, were married at 
Agua Caliente, Mexico, recently. 


Editors Meet 


Minnesota Editorial Association 
held its 67th annual convention in 
St. Paul, Jan. 20-21. 


TIMKEN REWARDS 
STAR SALESMEN 


New York, Jan. 19.—As an extra 
reward for having attained or sur- 
passed their yearly quotas, 92 sales- 
men employed by the Timken Silent 
Automatic Company, Detroit, sailed 
this week for a week’s vacation in 
Cuba as guests of the company in 
charge of E. V. Walsh, general sales 
manager. 

The aggregation of star salesmen 
is organized as the One Hundred 
Point Club, membership in which 
carries several sectional and national 
distinctions. It is officered by the 
three salesmen with the highest sales 
standing. 


It’s a Pleasure Trip 


Only one meeting will be held dur- 
ing the trip and that will be for the 
purpose of awarding “salaries” to the 
club’s officers and expense checks to 
members of the Pin Money Club, com- 
posed of salesmen who reached their 
quotas by October 1. 

As in former years, this year’s club 
comprises about 25 per cent of the 
permanent retail sales personnel. The 
average earnings of members are 
about $2,700 and the president drew 
$7,000 in commissions. 

Mr. Walsh said he conducted only 
two campaigns during the year, one 
extending from the first day of the 
year to the last and having member- 
ship in the One Hundred Point Club 
as the prize and another during the 
last three days of July, when a food 
mixer with a retail value of $19.95 
was used as a premium. 


Premium Brings Results 


“Despite the fact July is the slack- 
est period of the year, the sales curve 
reached the year’s high during the 
short campaign,” said Mr. Walsh. 

“The use of the premium was an 
experiment to determine the effect of 
a premium having a value approxi- 
mately five per cent of that of the 
product, and the influence of the wife 
in the purchase of oil heating equip- 
ment. As the premium appealed to 
women only, we adduced from the re- 
sponse that the husband is of less im- 
portance in the sale of oil burners 
than we had previously thought. 

“The premium drive also served to 
demonstrate to our men that there 
was much potential business waiting 
which would respond to extra selling 
effort, as well as a premium, and to 
condition them for the busy season 
in September.” 


cae Prog 


“Dad” Stanton 
To Test Game 
At Charleston 


Charleston, S. Car., Jan. 19.—After 
astonishing the golf experts in New 
York with his skill, Robert T. Stan- 
ton, retired advertising man, has 
checked in at the Francis Marion 
Hotel here for the winter. 

Mr. Stanton, who will be 84 years 
old July 12, spent over 30 years with 
the Century Company (Century Mag- 
azine and St. Nicholas). He main- 
tained offices in the old Chicago 
Tribune Building at Madison and 
Dearborn streets for a quarter of a 
century. 

Though he received many flatter- 
ing offers during that time, “Dad” 
Stanton, as he is known, preferred to 
serve but one master and declined all. 

Meanwhile, he made a host of 
friends and was one of the founders 
of the Agate Club, regarded as the 
oldest advertising organization in the 
United States. 

On his 75th birthday, Mr. Stanton 
was guest of George H. Hazen and 
other friends at a dinner at St. 
Andrews Golf Club in New York, 
where he was presented with a plati- 
num watch and chain. It was en- 
graved, “To Dear Old Dad.” 

Mr. Stanton’s chief interest has 
long been in golf and he has played 
the most noted courses in the world, 
including St. Andrews, Scotland. As 
a youth, however, he divided this 
allegiance and was a sculling cham- 
pion. 


“Commerce” Affiliated 
With New Sales Group 


Commerce, magazine of Chicago 
Association of Commerce, has an- 
nounced an affiliation with Fred H. 
Carpenter and Associates for the sale 
of space, especially in a Chicago Cen- 
tenary issue which will be issued in 
May, just before the Century of Prog- 
ress opens. 

The new sales organization in- 
cludes Fred H. Carpenter; Clark N. 
Boothly; Glenn Mills; J. E. Brad- 
street; W. B. Weimers; C. W. Calla- 
han; and Walter R. Stecher. All 
have extensive experience in the 
publication, advertising and special 
representative fields. 


Walnut Growers 
in Spring Drive 

The American Weekly and Sunday 
supplements of newspapers will carry 
spring advertising of California Wal- 
nut Growers’ Association, Los An- 
geles. 

The first copy will appear Jan. 22 
and the second Feb. 5, with a page 
every three weeks thereafter until 
April 1. 


“Buy American” Is 
Stencilled on Walks 


Sidewalk curbs in River Rouge, 
Mich., Detroit suburb, are to be sten- 
cilled with the words, “Watch your 
step—buy American.” 

The activity is sponsored by the 
local post of the American Legion. 
The Michigan Federation of Labor 
has also endorsed the idea. 


Hotel Appoints 


Hotel Carter, Cleveland, has placed 
its advertising with Meldrum-Few- 
smith, local agency. National maga- 
zines will be used, in addition to lo- 
cal newspapers and outdoor showings. 
Charles Mercer, formerly with the 
McGraw-Hill Publishing Company, 
has joined the agency’s staff as con- 
tact man. 


Majestic Drops Suit 

Following the recent agreement of 
General Electric Company and West- 
inghouse Electric & Manufacturing 
Company to divest themselves of Ra- 
dio Corporation holdings, the $30,- 
000,000 triple damage suit brought 
against all three companies by 
Grigsby-Grunow Company, Chicago, 
has been dropped. 


Plan Tourist Copy 


Charles H. Webster, Vancouver, B. 
C., Publicity Bureau, was elected 
chairman of the advertising commit- 
tee, Puget Sounders & British Colum- 
bians Associated, at the annual meet- 
ing at Tacoma. About $35,000 is 


available for spring advertising. 


CHAIN’S CLIENTS 
INCREASE OUTLAY 


New York, Jan. 19.—The average 
expenditure for radio time of NBC 
clients during 1932 was approxi- 
mately $28,000 greater than in 1931, 
the statistical department of National 
Broadcasting Company reports. 

In 1931 a total of 231 NBC clients 
spent $25,607,041 for network time, 
the figures indicate, for an average 
expenditure of $110,853. In 1932 the 
chain’s clients totalled 191, but ex. 
penditures increased to $26,504,891, 
or an average of $138,769 per client. 
This is a total increase of four per 
cent for the year, and an average in- 
crease in individual expenditures of 
25 per cent. 

According to the tabulation, nine 
of the ten largest network advertisers 
spent a total of $9,222,638 for NBC 
time. Their individual expenditures, 
for time on this network only, were: 

American Tobacco Company (Lucky 
Strike and Cremo), $1,851,194; Pepso- 
dent Company (toothpaste and anti- 
septic), $1,735,380; Standard Brands, 
Inc. (Chase & Sanborn Coffee, Royal 
Fruit Gelatin, Fleischmann’s Yeast), 
$1,731,465; General Motors Corpora- 
tion (complete line of cars and 
Frigidaire), $981,596; Swift & Co. 
(meats, butter, eggs, Vigoro fertil- 
izer), $836,767; Great Atlantic & Pa- 
cific Tea Company, $819,124; General 
Foods Corporation (Maxwell House 
Coffee, Post Toasties, Diamond Crys- 
tal Salt, Certo, Calumet Baking 
Powder, Jell-O, Minute Tapioca, 
Swansdown Flour), $773,361; R. J. 
Reynolds Tobacco Company, (Prince 
Albert), $432,983; Wm. Wrigley, Jr., 
Company, $60,768. 


Canova Warns 
Public Against 
Cheap Coffees 


Memphis, Tenn., Jan. 19—In a 
strong campaign in Atlanta Journal 
and other southern newspapers, 
Maury-Cole Company, maker of Ca- 
nova Coffee, is warning the public 
that it costs money to produce and 
market a good coffee and that the 
low prices at which some coffee is 
being advertised should be regarded 
with suspicion. 

The tenor of the campaign is in- 
dicated by one piece in the series, 
written by Noll E. Wehmeyer, adver- 
tising manager, and placed by O’Cal- 
laghan Advertising Agency: 

“Canova believes the public likes 
good things to eat and drink. Canova 
believes every home enjoys good 
coffee. 

“Because of this belief, Canova will 
always give the public a high grade, 
quality coffee. 

“Canova has not changed its qual- 
ity to meet the false idol of price. 
Some coffees have reduced their qual- 
ity to meet this complex. They have 
even used the vacuum can as a dis- 
guise for cheap coffee. 

“The vacuum can only preserves 
what is putin; it will not make cheap 
coffee better.” 


G. E. Has Sales Meeting 


The seventh annual sales conven- 
tion of the refrigeration department 
of General Electric Company will be 
held in Cleveland, Feb. 15-16, with 
approximately 300 distributors in at- 
tendance. The sales department of 
the specialty appliance division will 
meet at the same time. 


Changes Format 


To speed service in reporting tech- 
nical news, Hlectric Refrigeration 
News, Detroit, is now publishing an 
engineering section each week, in- 
stead of every two weeks. The pub- 
lication has also adopted the policy 
of grouping related news items under 
appropriate headings. 


Lawrence Promoted 


Favaret Lawrence, former copy 
chief, Boyd Company, Los Angeles 
agency, has been appointed executive 
vice-president. 
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In the selection of a publication as a key 
advertising medium, whether it alone will 
be used or whether it heads a list of publi- 
cations, editorial strength should be the 


first consideration. 


For editorial strength determines the type, 
the influence and the responsiveness of a 


publication's readers. 


Collier’s is read today with an intensity of 
interest which has no parallel among publi- 


cations of large circulation. 


It fights for those things which it believes 


Colliers 


THE NATIONAL WEEKLY 


We believe that in Collier’s a new leader has 

appeared among magazines—a leader, designated 

as such by a modern-minded American public. 
THE CROWELL PUBLISHING COMPANY 


TRENGTH > 


to be for the best interests of the American 
people. 


In its aggressiveness it has made enemies. 


And it has won the loyal support of news- 
papers, retailers, sales managers, executives 
and millions of aggressive, youthful, active, 
open-minded people. | 


What appears in Collier’s is the theme of 
American thinking. 


To the advertiser, Collier’s offers the key 
publication and, in many instances, the 
only publication needed to influence 
American buying. 
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FARM TRACTORS 
PROVIDE A NEW 
USE FOR TIRES 


Chicago, Jan. 19.—When Allis- 
Chalmers Manufacturing Company, 
Milwaukee, hauled a trailer from its 
plant to the Chicago Live Stock Show 
in the fall of last year, using a pneu- 
matic-tired farm tractor as the mo- 
tive power, it opened up possibilities 
for new products and new advertis- 
ing appeals which Goodyear Tire & 
Rubber Company and Firestone Tire 
& Rubber Company have been quick 
to seize. 

Seeing in the new product vistas 
of expanded use for tractors, com- 
bined with easier riding qualities 
and faster operation, these companies 
have launched simultaneous efforts to 
popularize the new idea in the farm 
market, with the possibility that 
other manufacturers of both tires and 
tractors will join in the movement 
shortly. 

The idea of using very low pressure 
pneumatic tires of unusual size and 
shape instead of the conventional 
lugs developed quickly. What is 
said to have been the first article 
addressed to any section of the farm 
field on the new development was 
published by Farm Implement News, 
circulating to farm implement deal- 
ers, in June, 1932, and was quickly 
followed in October by advertisements 
of the new machine and of tractor 
tires by the companies mentioned. 


See Other Machines 


Copy addressed to farmers was 
used by Allis-Chalmers in January 
issues of Successful Farming and 
Capper’s Farmer, illustrations in one 
case showing tire treads unmistak- 
ably indicating Goodyear tires, al- 
though no name was shown, while 
in the other case the tire tread was 
just as unmistakably Firestone. 

In addition, both Firestone and 
Goodyear used individual space to 


FIRST SHOT IN "BUY AMERICAN" CAMPAIGN 


GIVE WORK 


BUY AMERICAN-MADE GOODS! 


ye a 
Help bring back prosperity 
—for your friends, your 
family, yourself 


OW comes an opportunity for every American co help put 
millions of unemployed fellow-cituens back to work, and 
speed the return of prosperity 

ln every comer of America, the call « being sounded. “Give 
Work - Buy Amencan-made Goods.’ To those who heed this call 
will go the credit for having saved the nanon from its criss. 

Your support is aceded' You are a buyer of goods. When you buy 
a product made by cheap foreign labor, you turn a deaf ear to the 
appeal of the throngs of s orthy Amencans who aced work. When 
you buy a made m America, you answer that appeal—you 
GIVE WORK TO AMERICANS. 

Decide now to BUY AMERICAN MADE GOODS. Whether u's 
® pair of shoes, a tool, a fence, a watch, a lamp, or an article of 
clothing — whether it's a product you're going to use io construct- 
ing, remodeling of furnishing 4 house or other building — insist that 
what you buy was made in America. Let every purchase you make 
play a part im bringing back prosperity —for your triends, your 


MADE IN AMERICA CLUB 
Chicago 


BE AMERICAN-BUY AMERICAN 


A United Campaign Sponsored by American Manufacturers 


Do your share, mobilize your own employees 


“I’ve Got a Job!” 
: 


This full page was prepared for the Made in America Club by Wm. 


H. Rankin 


ompany, Chicago, for use in newspapers. 


announce the new product, and Good- 
year followed up with full color copy 
in The Country Gentleman. 

While the Allis-Chalmers machine 
is the only one generally distributed 
thus far which is specifically de- 
signed for pneumatic tires rather 
than lugs, it is reported that other 
important farm tractor manufactur- 
ers will soon introduce similar 
models, or at least will offer certain 
existing models with a choice of lugs 
or tires. 

Further indication that other man- 


p 


B THE inverted 


yramid affords a striking il- 
Eoteotion of successful selling 
strategy. It clearly shows how 
your volume of sales can be 
expected to expand when your 
slvntiinn starts with the top- 
most executives. 


Tradstreets 


Bradstreet's Weekly provides 
the ideal medium through 
which you can practically ap- 
ply this successfully demon- 
strated method of inverse 
selling. It enables you to 
reach—at an economical cost 
—most of the country's major 
executives, whose power of 
decision affecting business 
purchases is final and absolute. 


Business OIRO S A'A\ 


Published by 
THE BRADSTREET COMPANY 
Since 1849 America’s Leading Credit Rating Bureau 
148 Lafayette Street, New York 


Midwestern Advertising Representatives 
BLANCHARD - NICHOLS-COLEMAN & JOHNSTON 
Palmolive Building, Chicago 


Pacific Coast 
WARWICK S. CARPENTER 
29 East De La Guerra St., Santa Barbara, Calif. 


ufacturers of tractors will build ma- 
chines capable of carrying pneu- 
matic tires is given in an advertise- 
ment for Minneapolis-Moline Power 
Implement Company, Minneapolis, 
in the Jan. 19 issue of Farm Imple- 
ment News, which offers its “Twin 
City” farm tractor with either steel 
or rubber-tired wheels. 

Other tire manufacturers also are 
reported interested in this undevel- 
oped market. 

Although the market for tires on 
new tractors is important in itself, 
tire manufacturers are also making 
a bid for the tremendous market 
represented by the million farm trac- 
tors already in operation by pointing 
out that tires can be installed on al- 
most any farm tractor. 

Goodyear copy in particular is 
aimed at “the million owners of farm 
tractors everywhere,” rather than at 
the new machine market. 

Reciting the numerous advantages 
claimed for tractor tires, the copy 
says: 

“You can put these newest Good- 
year Tires on your tractor. Before 
you make any wheel repairs—before 
you get ready for next spring’s plow- 
ing—ask the dealer who sold you 
your tractor about a set of these spec- 
tacular new Goodyears which save 
their cost by saving time, saving gas 
and saving tractor repairs.” 

In order to replace lugs with tires, 
entirely new wheels must be _ in- 
stalled. 


Hupmobile Copy 
Aimed to Reach 
Careful Buyers 


(Continued from Page 1) 


The consumer campaign follows an 
intensive drive on the trade, during 
which every dealer in the country, 
except those handling: the lowest- 
priced cars, was circularized with 
letters, literature and advance copies 
of consumer advertising. 

The trade publication schedule for 
the introductory period includes 
Automotive Topics, Motor, Automo- 
tive Daily News and Automobile 
Trade Journal. Lennon & Mitchell, 
Inc., New York, is the agency in 
charge. 


Names Keeler-Stites 


Advertising of Cincinnati Time 
Recorder Company, maker of time 
recording devices, food cutters, and 
other products, has been placed with 


Keelor-Stites Company, Cincinnati. 


RETAILERS VIEW 
MOUNTING COSTS 
OF DISTRIBUTION 


New York, Jan. 20.—How to estab- 
lish new standards of merchandising 
and advertising with emphasis on 
quality and reduction in the cost of 
distribution held the attention of 
leading retailers and economists 
throughout the five-day convention 
of the National Retail Dry Goods As- 
sociation, which was featured by a 
general session on the costs of dis- 
tribution Tuesday evening. 


In his opening address, P. A. 
O’Connell, president, E. T. Slattery 
Company, Boston, and president of 
the association, predicted an upward 
trend of commodity prices in 1933 
with the gradual restoration of pub- 
lic confidence and a consequent in- 
crease in consumption. 


He stressed the value of the ac- 
complishments of the taxation com- 
mittee, which has taken a firm stand 
against the national sales tax, and of 
the committee sponsoring the Quality 
Movement, now three months old. 

Discussing retail advertising at 
length, he declared its cost is far out 
of alignment with present volume of 
sales, and suggested that retailers 
consider the elimination of the 50 
per cent of retail advertising that 
consumers read without believing as 
the first step in reducing advertis- 
ing cost. 

“The pulling power of retail adver- 
tising would be increased at least 50 
per cent if all comparative price 
advertising were eliminated,” he 
said, “and the appeal concentrated 
entirely on quality-value, reliability 
and serviceableness.” 

He expressed regret over the gen- 
eral reluctance of newspapers to set 
up and enforce higher standards for 
copy, saying the adoption of a strict 
censorship, combined with a program 
of retail education, would mean 
much to the welfare of both news- 
papers and retailers. 

Mr. O’Connell was followed on the 
first general session Monday evening 
by Paul T. Cherington, business con- 
sultant, who advised retailers to put 
less emphasis on merely low prices, 
give more attention to the relation 
between quality standards and in- 
come levels of consumers, base 
sales effort more on consumers’ 
ideas of value-in-use and less on the 
store’s conception of value-in-ex- 
change, aim advertising appeals at 
discriminating consumers rather 
than merely poor ones, and recog- 
nize the importance in times like 
these of a wise mixture of freshness 
and intrinsic value in all goods 
offered for sale. 


Tired of Playing Villain 


Paul H. Nystrom, of Columbia 
University, opened the session on 
costs of distribution with a general 
analysis, and was followed by Col. 
Charles F. H. Johnson, president, 
Botany Worsted Mills; Louis E. 
Kirstein, vicepresident, Wm. 
Filene’s Sons Company, Boston, and 
Mrs. Grace Morrison Poole, presi- 
dent, General Federation of Women’s 
clubs, who presented the viewpoints 
of the manufacturer, the retailer 
and the consumer, respectively. 

Professor Nystrom pointed out that 
the costs of distribution must be 
studied by manufacturers and re- 
tailers very closely; as consumers 
give the subject close attention dur- 
ing depressions, and, consequently, 
are susceptible to sales appeals 
based on claims of more economical 
distribution. He said investigations 
had disclosed that consumers are 
keenly aware that 50 per cent or 
more of the price they pay for mer- 
chandise is the cost of distribution. 

Mr. Kirstein said retailers were 
weary of playing the villain of the 
piece in the drama of distribution, 
while the “efficient, mass-producing 
manufacturer” took the hero’s role. 
He termed a fallacy the belief that 
production and distribution are two 
separate functions and declared 
many of the expense burdens of dis- 


$$. 


tribution are occasioned by the 
errors of manufacturers. 

“What are looked upon as dis- 
tribution costs initiated by the re. 
tailers are chiefly charges for sery- 
ice demanded by consumers,” he 
said. “These include credit, deliy- 
ery, exchange privileges, comfort- 
able and modern store equipment 
and informative advertising service, 
Indications are that this cost factor 
will be increasingly important. Groc- 
ary chains which prospered for years 
on a cash and carry basis are now 
extending credit and making de. 
liveries. The expansion of two large 
mail order houses into the retai) 
field, with charge and installment 
accounts, gives further recognition 
to the buying habits and demands 
of consumers.” 


Advertising Is 
Featured Theme 
Of N.R.D.G.A. 


(Continued from Page 1) 
and will it sow seed about what is 
new?” 

Andrew Connelly, publicity diree- 
tor, Joseph Horne Company, Pitts- 
burgh, gave the opinion that retail 
advertising has been unduly extrava- 
gant with respect to layouts and art 
work, which also tend to take the 
consumer’s mind off the merchandise. 
“If you want to stand the town on 
its head, try an advertisement or two 
without illustrations,” he suggested. 

Edwin Dibrell, vice president, As- 
sociated Dry Goods Corporation, New 
York, advocated a better balance be- 
tween size of space and idea con- 
tent, “merchandise reporting” in 
place of copy writing, a return to the 
omnibus advertisement, more effort 
on instructing sales people regarding 
advertised merchandise, and better 
representation for advertised mer- 
chandise in store displays. 

George Burton Hotchkiss, profes- 
sor of marketing, New York Univer- 
sity, cautioned the merchants against 
substituting equally unsound themes 
for the pernicious price appeal, par- 
ticularly criticizing aavertising 
planned to remove the inhibition of 
fear to spend money, such as the 
“Buy American” campaign. 


Is Basically Unsound 


“That all such campaigns from the 
“Buy a Bale of Cotton” copy of early 
war days to the current “Buy Ameri- 
can” drive have been failures is no 
reflection on the power of advertis- 
ing,” he said. 

“Such advertising is built on un- 
sound principles that no intelligent 
merchant would originate for his 
own use. Imagine advertising, “Buy 
Macy,” “Buy Wanamaker,” or “Buy 
Marshall Field.” 

“The consumer must be shown the 
advantages he will derive from the 
merchandise he buys. I can heartily 
endorse advertisements that tell the 
consumer, ‘Get the light you pay for 
by buying American lamps,’ but I 
insist that mere repetition of a slo- 
gan ‘Buy American,’ is bad adver- 
tising, bad psychology and bad eco- 
nomics. Any form of an appeal to 
patronize home industry is a dan- 
gerous competitive weapon that cuts 
both ways. 

“Service to the consumer is the 
best test of advertising’s value. 
From his point of view advertising 
has no reason for existence unless 
it tells him something he needs to 
know or wants to know. It is of far 
greater service when it tells him the 
facts that enable him to buy most 
advantageously. 

“This doesn’t mean that advertis- 
ing should be a dry recital of facts. 
It should be good to look at and in- 
teresting to read. I see no incon 
sistency between education and enter- 
tainmert.” 

Peering into the future, Professor 
Hotchkiss foresaw a day when adver: 
tising would no longer be regarded 
as a means of forcing people to want 
what they would not otherwise want, 
but a means of discovering their 
wants and supplying them. 


Kay Agency Moves 


Kay Directed Advertising, San 
Francisco agency, has moved to new 
quarters at 1548 Russ Bldg. 
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ADVERTISING AGE 


journal, through the outstanding individuality of its editorial character, its distinctive 
record of achievement, its printing craftsmanship and its unquestioned supremacy as 
an epitome of architectural design. 


q Charles Scribner's Sons maintain the leadership of ARCHITECTURE, the professional 


An advertising 


bargain sale... 


First time in the history of . . . . . . 
modern merchandising 


Lc are the details of a new deal which saves you $660. 


Until the closing date of the March issue, the twelve-time rate of 
ARCHITECTURE is reduced from $175 to $120—a 37% down- 


ward revision, a saving of $660. 
This is a bargain sale. 
Why? 


Because present-day selling methods call for it. Because business 
must be done on a new basis; old conditions are far behind us. 


This is a new year and it brings new outlooks and new deals. We 
are now down on a lower commodity scale, and we must do busi- 


ness on that scale before we can climb back. 


All right. We propose to do business. Therefore, Charles Scrib-. 


ner's Sons, Publishers of ARCHITECTURE, have reduced rates as 
follows: 


- 


12 pages from $175 each to $120 each—a saving of $660. 
I2 half pages from 87.50 eachto 70. each—a saving of 210. 
12 quarter pages from 43.75 each to 35. each—a saving of 105. 


There is no change in our rate card. All contracts at these special 
rates start with the March issue and must be on a twelve-time 
basis. 


This is a bargain sale. . 


Yes, but in the best meaning of the term—a sale of a product of 
proved value, at a reduction, in order to meet the needs of the 
times. It is not a frantic attempt to "get business at any price," 
it is not a depression-driven expedient—it is a carefully considered 
decision by one of the leading publishers of America to help move 
the business off its dead centre. 


Charles Scribner's Sons have been in business almost a century. 
During that time they have gone through twelve depressions, and 
have always found a way out to greater success. They have been 
at it long enough to know what they are doing. If anyone doubts 
it, verify the facts through Dun or Bradstreet. 


So Charles Scribner's Sons present a plan to break the vicious 
circle of stagnated business. It is a plan which will keep you in the 
consciousness of the working architect. Manufacturer after man- 
ufacturer is admitting that he has slipped several notches in keep- 
ing the profession aware of his existence. These men acknowledge 
that they must rebuild their fences. ARCHITECTURE is making it 
possible for them to do this and do it now. 


Editorially, ARCHITECTURE has taken the first steps toward a 
New Deal, a better and more luxurious presentation—the printing 
in the new Scribnertone process. In circulation, ARCHITECTURE 
shows a unique stability. It shows a gain in architect readers the 
last six months of 1932. Our renewal percentage is practically 
the same as a year ago and our percentage of arrears is less. 
Our readers are on a year-to-year basis—no deadwood, nobody 
who paid two years ago and who has no work in his shop now. Our 
circulation is voluntary purchase circulation, not the questionable 
results of high-pressure salesmanship. It covers the cream of the 
profession—the men who have done big things and are getting 
ready to do bigger things. 


Why reduce rates for only a limited period? Frankly, the time 
limit is the spur behind the plan. Our bargain sale must be taken 
advantage of by that date. It is a special inducement to you to 
do business now—not “when things look better" or "when the 
board makes its appropriations," but now. 


Benton Orwig, Charles Roever, Allan Carman, Charles Lighthipe, 
Bill Edwards, Gordon Simpson and Walter Reilly, during this lim- 
ited time, cannot see everybody and can only call once on those 
they do see. They may miss you, so you will do well to wire us your 
order for space today. Your action, without delay, means a 
saving of $660. Wire us now and you can go home tonight feel- 
ing you've done a mighty fine day's work. 


CHARLES SCRIBNER'S SONS. 


Architecture 


NEW YORK CHICAGO 


CLEVELAND BOSTON 


LOS ANGELES SAN FRANCISCO 
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DAILY TELLS OF 
RESULTS OF 6-E 
AIR-COPY STUDY 


Listeners Give Ideas on 
Announcements 


Detroit, Mich., Jan. 17 — Radio 
advertising should avoid exaggera- 
tion, refrain from knocking com- 
petitors’ products, and whenever pos- 
sible be an integral part of the 
“show.” 

That is the composite opinion of 
4,250 listeners-in who replied to Gen- 
eral Electric Company’s request that 
they be frank in their advice on 
“How to Improve Advertising Over 
the Air,” Walter J. Daily, sales pro- 
motion manager, electric refrigera- 
tion division, told Adcraft Club of 
Detroit. 

Approximately 2,000 persons who 
participated in the criticism contest, 
started over an NBC network, Nov. 
21, and presided over by Heywood 
Broun, made a plea for shorter an- 


nouncements, Mr. Daily said. Only 
114, or two and one-half per cent, 
however, asked that sales talks be 
entirely eliminated. 

Although overstatement of claims 
and direct attack upon competing 
products were deplored generally, 
Mr. Daily revealed, 1,588 persons 
made a particular point of mention- 
ing that radio advertising is not ob- 
jectionable when it is sincere, digni- 
fied and honest. 

More than 250 of the first 300 re- 
plies analyzed, the speaker declared, 
showed a definite preference for ad- 
vertising which is interwoven in the 
program itself, in such a way as to 
form an interesting phase of it. 
Many cited Ben Bernie’s Blue Rib- 
bon Malt broadcast as a favored 
example. 

Many Want Prices 


An interesting commentary on the 
recent decision of the chains to allow 
price quotations was the request of 
at least 40 of the first 1,300 partici- 
pants that more prices be mentioned. 

Simplicity, sincerity and _indi- 
viduality were frequently stressed in 
the replies. : 

Many admitted that they seldom 
listened to commercial announce- 
ments before or after the program 
proper. A preponderance of these 
people, according to the speaker, 
urged that sponsors place their an- 
nouncements advisedly in the middle 


of the program, and that they hold 
close to the line of brief, truthful 
statements. 

Mr. Daily, who spoke on “As I See 
It,” also revealed the startling result 
of a recent General Electric con- 
sumer survey to determine the rela- 
tive importance of men and women 
as a buying influence. A _ specific 
check by salesmen showed that in 
electric refrigeration sales, the man 
was the deciding factor in 51 per 
cent of the purchase cases, and the 
women in the remaining 49 per cent. 
This, he said, as far as his firm was 
concerned, exploded the thesis that 
women constitute 80 per cent of the 
purchasing class. 

In another investigation, carried 
on door-to-door, Mr. Daily stated, it 
was discovered that 90 per cent of 
the women interviewed consulted 
their husbands before buying. This, 
he said, seemed to bear out strongly 
the recently advanced “shadow of a 
man” claim of Red Book. 


Bailey Joins “Liberty” 

Clifford S. Bailey, formerly of 
House and Garden, has joined the 
advertising department of Liberty. 
New York. 


Increases Rates 
Effective with the Jan. 14 issue, the 
page rate of Real Estate Magazine, 
Chicago, was raised from $35 to $50. 


A Little Proof 
and a Lot of Suggestion 


The Business Week has just closed its third 
calendar year. 


At the beginning of 1930 it was in third place 
in the number of advertising pages carried by 
general business publications. 


At the beginning of 1931 it was in second place. 


January of 1932 saw The Business Week in 
first place. 


This January (1933) The Business Week is 
still in first place by a wider margin than ever 


before. 


Now, all the above proves is that The Business 
Week carries more pages of advertising than 
any other general business publication and 
that its position in the field improves steadily. 


But it makes two suggestions of great impor- 
tance to advertisers: 


1. The most qualified judgment indicates that 
The Business Week is primary for reaching the 
business market. 


THE 


BUSINESS WEEK 


2. The Business Week deserves careful considera- 
tion in any campaign designed to reach impor- 
tant businesses and important business men. 


Primary for Business in 1933 


———— 


A LESSON IN CIGARETTE ADVERTISING 
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confusion has been caused by certain repre- 
cigarette advertising. A clamor of competitive 
the public. We have received hundreds of 
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Because Camel first popularized cigarette smoking, 
‘Camel has sold more billions of cigarettes than any other 
we were the natural people to write to. And we are the 
people to tell the facts about cigarettes. We have always 
an honest cigarette, honestly advertised. 
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IN A MATCHLESS BLEND 


Opening smash in the 1933 newspaper drive for Camel cigarettes 

gave consumers a lesson in cigarette advertising. Rapid-fire follow- 

ups to this full page concerned themselves with the "magic" in com- 
petitors copy and the costlier Camel tobacco theme. 


CAMEL COMPARES 
CIGARETTE COPY 
TO ‘MAGIC SHOW’ 


New York, Jan. 19.—A permanent 
break between R. J. Reynolds To- 
bacco Company and the Ancient and 
Honorable Order of Practitioners of 
Black Magic, if any, is forecast as a 
result of the new Camel newspaper 
series, which, taking for its text the 
slogan, “It’s fun to be fooled—it’s 
more fun to know,” is illustrated with 
photographs of magical scenes which 
are prosaically explained away in the 
text. 

Breaking the campaign Monday 
and Tuesday with full pages in 1,100 
newspapers, with copy decrying the 
many confusing claims made in cigar- 
ette advertising, Wm. Esty & Co., new 
Reynolds agency, have followed up 
the opening smash with frequent in- 
sertions of almost equally impressive 
copy pointing out that Camel per- 
forms “no tricks—just costlier to- 
baccos in a matchless blend.” 


“All Are Heat Treated” 


Typical copy in the magic picture 
series asserts that another ‘magic 
show” is cigarette advertising. “One 
of its greatest tricks,” according to 
Camel, “is the illusion that cigar- 
ettes can be made miraculously 
‘mild’ through manufacturing meth- 
ods. 

“The explanation: All popular 
cigarettes today are made in modern 
sanitary factories with up-to-date ma- 
chinery. All are heat treated—some 
more intensively than others, because 
raw, inferior tobaccos require more 
intensive treatment than choice, ripe 
tobaccos. 

“The real difference comes in the 
tobaccos that are used. The better 
the tobacco, the milder it is. 

“It is a fact, well known by leaf 
tobacco experts, that Camels are made 
from finer, more expensive tobaccos 
than any other popular brand. 

“This is why Camels are so mild. 
This is why Camels have given more 
pleasure to more people than any 


Chicago Women Hear 
Kellogg Food Expert 


All advertising copy of Kellogg 
Company products, whether for mag- 
agines and newspapers, booklets, or 
what not, is submitted te the home 
economics department of the com- 
pany for approval of scientific and 
dietetic facts, Mary I. Barber, direc- 
tor of home economics of the com- 
pany, told Women’s Advertising Club 
of Chicago in an interesting talk Jan. 
17. 

“Come over to the sunny side of 
life,” the current Kellogg’s All-Bran 
theme, was adopted for several rea- 
sons, Miss Barber said, one of the 
most important being the desire to 
paint a cheerful picture which would 
act as a natural stimulant to depres- 
sion-ridden nerves. 


Worcester Salt on Air 


Worcester Salt and Worcester Salt 
Toothpaste are sponsoring a new ra- 
dio program, on the air every Sat- 
urday at 7:30 over WJZ, New York. 
Paul Victorine and his Rhythm Mak- 
ers furnish the entertainment. 


Fights Radio Tax 


The right of the Canadian govern- 
ment to collect a license fee of $2 
annually on all radio receiving sets 
in the Dominion is being challenged 
in a test case started by an attorney 
in Windsor, Ont. 


Publisher Is Killed 


Frank Ruszkiewciz, 57, president of 
Polish Everybody’s Daily Publishing 
Company, Buffalo, was 


cross the tracks. 


To Sponsor Exhibit 


Buffalo League of Advertising 
Women will sponsor an international 
advertising exhibit in the Grosvenor 
Library for three days, beginning 
March 13. The League is planning 
a card party for Feb. 21. 


Show Automotive Art 


The part played by the arts and 
crafts in the creation of the modern 
automobile will be shown at an ex: 
hibition of art in the automobile in- 
dustry which opens Jan. 20 at the 
Society of Arts and Crafts, Detroit. 


Wisconsin Group Meets 


The annual meeting of Outdoor 
Advertising Association of Wisconsin 
will be held at the Hotel Schroeder, 


other cigarette ever made.” 


Milwaukee, Jan. 26-27. 
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NEW LOW PRICE 
CLINIC TO RELY 
ON ADVERTISING 


Full Pages to Te I! Story 
of Corporation 


Chicago, Jan. 19.—With full pages 
of advertising shortly to be released 
in local newspapers, United Medical 
Service, Inc., began operations this 
week in spacious quarters spread 
over four floors of the Finchley Build- 
ing at 23 East Jackson boulevard. 

W. A. Stringfellow, who formerly 
wrote the advertising of the Public 
Health Institute, will be in charge 
of publicity for United Medical Serv- 
ice, Inc., whose avowed purpose is to 
bring modern medical treatment to 
those to whom it has been prohibitive 
because of high cost. 

The advertising will quote prices 
on many routine medical and surgical 
procedures. These prices are about 
75 per cent below the charges made 
by “ethical” physicians and surgeons. 

Meanwhile, the Chicago Medical 
Society, representing “organized med- 
icine,” is preparing to bring a test 
case against another organization. 
The point involved is whether or not 
a corporation may practice medicine. 
Courts have already held that prac- 
tice of law is beyond the functions 
of a corporation. 

Dr. Joseph G. Berkowitz, who 
founded the Public Health Institute, 
specializing in the treatment of 
venereal disease, heads United Med- 
ical Service, Inc., which will not con- 
fine itself to any one ailment but will 
cover the broad field of general medi- 
cine and surgery. . 

Associated with Dr. Berkowitz are 
20 staff physicians and 32 who have 
been designated as associate staff 
members, while 15 outside consult- 
ants are affiliated. The new organ- 
ization will place its facilities at the 
disposal of doctors as well as the 
general public. 


Doctors Sign Pledge 


In addition, 300 doctors have 
signed this protocol: 

“We agree that the best interests 
of the public and medical profession 
can be served through the establish- 
ment of low-price, fixed-fee clinics, 
making medical service available to 
all low income groups. We agree to 
support United Medical Service, Inc., 
in all its policies and activities.” 

A number of prominent Chicago 
business men, including Samuel 
Stein, of A. Stein & Co., Paris Gar- 
ters, are on the board of the new 
corporation. 

The initial advertising of Public 
Health Institute was considered some- 
what lurid by advertising men. Mr. 
Stringfellow toned it down consid- 
erably when he took charge, drop- 
ping the pictures of the damage 
caused by syphilis in favor of paint- 
ings of the rosy side of the situation. 

The copy of United Medical Serv- 
ice, Inc., will be conservative in na- 
ture, though large space will be used. 
A standard layout has been adopted 
which will identify each advertise- 


_ ment. 


Patterson to “Post” 


Don Patterson, formerly in the 
Chicago office of the National Adver- 
tising Department of Scripps-Howard 
hewspapers, and before that an ac- 
count executive with Lord & Thomas, 
Chicago, has been appointed national 
advertising manager of the Cincin- 
nati Post, effective Jan. 23. 


Starts New Paper 


Premium Ideas, a monthly for 
users of premiums, will make its bow 
in March. It will be published by 
D. G. Pilkington, 520 N. Michigan 
Ave., Chicago. 


Ager Joins Gray 
Sydney S. Ager, formerly with 
Cecil, Barreto & Cecil Agency, and 
More recently with Architecture, has 
joined Jerome B. Gray & Co., Phila- 

delphia, as account executive. 


Detroit Vapor Appoints 


Brooke, Smith & French, Inc., De- 
troit, has been appointed by Detroit 
Vapor Products Company to adver- 
tise a new insulation for electric re- 
frigerators which will be marketed 
this spring. 


Hannah to Webb 


R. A. Hannah, formerly director 
of publicity for Ten Thousand Lakes- 
Greater Minnesota Association, has 
joined Webb Publishing Company, 
St. Paul. 


Ace Appoints Hawley 


Advertising of Ace Products Com- 
pany, New York, EZ Grater, has been 
placed with Ray Hawley Associates, 
New York. 


Mayonnaise Is 
Old in a Week, 
Women AreTold 


New York, Jan. 19.— Possibilities 
of a fight between Wesson Oil and 
the makers of prepared mayonnaise 
are being discussed here as a result 


of current copy for Wesson Oil in|. 


women’s magazines, which declares 
that this delicacy should be served 
within a day or two after it is made. 

Illustrated with a pair of talking 
eggs, copy emphasises the “fresh” 
theme in both prose and verse. The 
first egg speaks in verse: 


“All mayonnaise is egg and oil . . 

And eggs, 
spoil. 

Make and serve in a day or two... 
A week or so just will not do.” 


The other egg, separated from the 
first by a headline which asserts 
that “to be most delicious, mayon- 
naise should be served within a day 
or two after it is made,” says: 


“All mayonnaise is made with egg 
That’s why it so quickly 
loses its delicious fresh flavor . . 
that’s why you should make your 
own mayonnaise, and serve it not 
more than a day or two after it is 
made P 
“It is so simple to make your own 
delicious mayonnaise, you need never 


once opened, quickly 


.|eat mayonnaise that has been made 


more than a day or two. . .” 

The advertisement concludes with 
a simple recipe for making mayon- 
naise with Wesson Oil. 


To Have Exhibit 


An international exhibition of su- 
perlatively fine contemporary print- 
ing is being gathered together by The 
Lakeside Press, Chicago, for showing 
in conjunction with the Chicago 
world’s fair. 


Hanson Joins Reps 


Harris Hanson, who formerly was 
with Small, Spencer, Brewer, Inc., 
newspaper representatives, has re- 
joined the Chicago office of this or- 
ganization. 


ALPURNIA TIBBS had found a 

coat that was a knockout. In fact, 

the salesgirl at Multum & Parvo’s had 

insinuated that, compared with Cal- 

purnia in that coat, Helen of Troy was 
somewhat of a turnip. 

Calpurnia lusted for it. And why 
shouldn’t she? She had saved the price 
of a new coat (or almost) by opening a 
charge account in her husband’s name 
at the filling station, and by effecting 
other economies. 

Calpurnia wrestled with herself for a 
few last moments and then pronounced 
the three sweetest words in the English 
language: “I'll take it.” End of first act. 

The second act takes place in the 
Tibbs household, and begins when Cal- 
purnia lifts the Multum & Parvo coat 
out of its crisp tissue wrapping and dons 
it for the attention of Aspinwall Tibbs, 
her legal wedded husband. 

“T don’t like it,” says Aspinwall, who 
is a Blunt Man. 

“But don’t you notice what lines it 
gives me?” 

“It makes you look like an army 


, 
THE SHADOW OF A MAN STANDS BEHIND EVERY WOMAN WHO BUYS 


cee 


pup tent on a stormy night,” 
says Aspinwall, displaying Male 
Tact in its finest flowering. 

And that is that. As Calpurnia ex- 
plained to her bosom friend next day, 
“Tt isn’t that I let Aspinwall dictate to 
me about clothes. But when he doesn’t 
like something, it takes all the fun out 
of wearing it.” To Multum & Parvo, all 
Calpurnia said was that she had changed 
her mind. A lot of good that did Multum 
& Parvo, who, counting delivery costs, 
actually lost $0.34 on the whole deal. 


All of which illustrates a vital point 
applicable to advertised or advertisable 
products the world over. Women may, 
in theory, make 85% of all retail pur- 
chases, but they make mighty few with- 
out thinking of the husbands who Put 
Up the Collateral. Back of every buying 
woman there stands the shadow of a 
man—the man who is in the mind’s eye 
of the woman when she makes her pur- 
chases. If he’s against you, you’re in 
trouble. 


Address your advertising to women 
by all means, but don’t sacrifice half 


TROUBLE AT’ 


SHADOW 


oo & Minn’, 


the effect of it by placing it where there 
is no probability of its being seen by 
men. Put into the mind of Mr. Tibbs a 
favorable impression of the article you 
want Mrs. Tibbs to buy. 


An easy way to do that—a logical 
way—is to advertise in magazines that 


are read by men as well as by women. 
Redbook is one of these. 


Both members of the family read 
Redbook, for it is edited for both sexes. 
And it costs 30% less to deliver your 
advertising message to both women and 
men through Redbook than to adver- 
tise to women alone, through media in 
which men have no interest. Even if it 
didn’t help your sales to have men see 
your advertising, it would cost less to 
reach women alone in Redbook! 


Sell the family, and you sell all. Red- 
book Magazine, 230 Park Avenue, New 
York City. 
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NEWSPAPERS 10 
SPONSOR BOND 
BREAD CONTEST 


“Radio Appeal’” Tried Out 
in New England 


New York, Jan. 19.—The rivalry 
between publications and radio, in- 
tensified by the tendency of chains 
and stations to point proudly to re- 
sults in the form of premium orders 
and contest entries, has been turned 
to advantage by Batten, Barton, Dur- 
stine & Osborn, Inc., agency for Gen- 
eral Baking Company, which has 
made contracts calling for a new 
maximum of editorial and merchan- 
dising cooperation from seven New 
England newspapers. 

The newspapers are receiving a 
total of nearly 20,000 lines in return, 
as well as a chance to prove the 
efficacy of radio technique in their 
medium. 

The campaign, featuring a dental 
health appeal and contest for Bond 
bread, will run eight weeks, closing 
with the contest deadline. Entrants 
will submit a brief statement on the 
subject, “Feed Your Teeth for 
Beauty.” 

The contest will be in charge of 
the one newspaper used in each city, 
which will receive and judge the 
local entries and aid in determining 
the winner for New England. The 
newspapers have also agreed to an- 
nounce the contest through their 
news columns, to carry a certain 
lineage of editorial matter on the 
subject of Vitamin D, to put up mer- 
chandising displays in their offices, 
to carry on intensive promotional 
work with dealers and to announce 
the winners in the news columns. 


Reward for Best Returns 


The extent of the merchandising 
rvice is not completely defined, the 


FIRST “"NEWSPAPER-RADIO" COPY 


51000 &2 


for best letter on why you should 


| Feed Your Teeth for Beauty | 


Here is'a simple statement about real beauty. 
Write one similar. First Local Prize, $250; 
Second, $100; Third, $50; and a Grand Prize 
for New England of $1000. 


SOME READER OF THE 
SPRINGFIELD NEWSPAPERS 


WILL WIN $250 
FEED YOUR TEETH FOR BEAUTY ) FIRST LOCAL PRIZE 
Good teeth and well-formed features are the basis and may win the Grand Prize for 
of‘vour com * re “ee + “see the “amo ate 


Typical copy in the General Baking Company newspaper test in New 
England to see how the contest technique especially developed for 
radio will pull when used in newspapers. 


understanding being that the news- 
papers will promote the contest as 
thoroughly as they do such devices 
used for their own promotion. There 
is an additional inducement of 1,500 
lines for the paper receiving the 
greatest number of answers per thou- 
sand of circulation. 

The newspapers’ acceptance of the 
terms was conditional on the adver- 
tiser’s agreement to simulate a radio 
contest campaign as closely as pos- 
sible, particularly with respect to 
merchandising the contest in the 


newspaper copy and cross-indexing 
the advertising in other mediums. 

The company will announce the 
contest in 24 sheets, carrying the 
name of the local newspaper sponsor 
and referring readers to the paper 
for details, and a smaller rendering 
of the poster will be used on the com- 
pany’s 400 trucks and wagons in the 
contest territory. 

Local announcements giving the 
names of the newspapers will be cut 
in through the Bond Bread chain pro- 
gram, and package outserts will tell 
users where to obtain contest par- 


In New York talk to I. A. 
Klein, 50 East 42nd Street; 
in Chicago to Guy 8S. Os- 


in St. Louis to C. A, 


and 
Cour, Globe-Democrat Bldg. 


230,221 Daily .....A.B. 


here is more 
purchasing power in 
a 160 acre Iowa 
farm than in a 
closed factory! 


REGISTE k oT TR Bes E 


ticulars. 

The space will be divided into 11 
five-column advertisements, to appear 
during the contest, and one full page, 
to be run when the winners are an- 
nounced. 

Contest Played Up 


The radio-newspaper copy is 
unique as to the emphasis put on the 
contest and prizes, while the bread 
story is held to a minimum and the 
product is not illustrated in the first 
advertisements of the series. The 
largest type is reserved for “$1,000 
Grand Price,’ while a panel headed 
with a money bag lists all the prizes 
and gives instructions. Photographs 
of beautiful girls occupy one-third of 
the space. 

The rules call for a brief state- 
ment about beauty; the sample in- 
corporated in the copy is less than 
100 words. For other suggestions, 
entrants are referred to package out- 
serts which will be changed daily 
during the campaign, thus practically 
compelling those who take their con- 
tests seriously to buy a loaf of Bond 
bread a day. 

In addition to the grand prize of 
$1,000, there are three local prizes of 
$250, $100 and $50 each and 72 
awards of $5. 

The newspapers carrying the cam- 
paign are Springfield Union-Republi- 
can and News, Hartford Times, New 
Haven Register, Waterbury Republi- 
can and American, Bridgeport Post 
Telegram, Boston Herald Traveler 
and Worcester Telegram-Gazette. 


Discusses Legal Copy 


Frank Kiernan & Co., New York, 
has issued the 1933 edition of “Help- 
ful Facts about Legal Advertising.’ 

The booklet, which is free to legal 
advertisers, gives legal advertising 
rates and other. pertinent informa- 
tion. 


Gets E-Z Underwear 


Richardson, Alley & Richards Com- 
pany, New York, has been appointed 
by E-Z Mills, Inc., New York, maker 
of E-Z underwear. 


Also operating Radio 
Stations KSO, Des 
Moines; KWCR, Cedar 
Kapids (both on N. B, 
(. Blue Network); and 
WEAS, Ottumwa. 


C..... 208,243 Sunday 


DECEMBER LINEAGE IN 


Monthlies 
Country Gentleman 


Florida Grower 


California Citrograph.................. 
Successful Farming.........-...++.---- 
CO POin kc cosscrcccnecncctess 


FARM PAPERS 


Progressive Farmer & Southern Ruralist: 


Texas Edition 
Mississippi Valley Edition 


Georgia-Alabama Edition 
Country Home 
Southern Agriculturist 
Farm Journal 


Poultry Tribune 
Everybody's Poultry Journal 
Dairyman’s Journal 
Breeders Gazette 


Better Fruit 


Western Farm Life 


Rhode Island Red Journal 


Southern Planter 
Northwest Poultry Journal 
Southern Cultivator 

Semi-Monthlies 


Arizona Producer 
Hoards Dairyman 


Montana Farmer 
PE EEE, sn cecercsevdcec#es 
Indiana Farmers Guide 
Arkansas Farmer 


Bi-Weeklies 


Wallaces’ Farmer and Iowa Homestead..... 


Nebraska Farmer 


WGOREIR AGTICUIUPIAt... cc ccccesces 
The Farmer and Farm Stock and Home: 


Minnesota Edition 
Pennsylvania Farmer 


Prairie Farmer: 
Illinois Edition 
Indiana Edition 

American Agriculturist 


Dakota Farmer 
Ohio Farmer 
Michigan Farmer 
Kansas Farmer (Mail & Breeze) 
American Agriculturist: 

Local Zone Advertising: 
Long Island 
Buffalo 
Syracuse 
Utica 
Poughkeepsie 
Albany 
Watertown 
Binghamton 
Rochester 
New England 
Elmira 


Weeklies 


PERRET TCR TOS Te 


California Cultivator 
Washington Farmer 
Oregon Farmer 
De: PENNE bcs s beh es eK oso wsaveseeer 
Weekly Kansas City Star: 

Missouri Edition 

Kansas Edition 

Arkansas-Oklahoma Edition 
Weekly Farm News: 

EE MEU Sa bbs este ccbetesecs 

WONERY TRG s ceive ect iceowenes 


Dairymen’s League News..........-+... 


Carolinas-Virginia Edition.. a. & : ‘ 
Kentucky-Tennessee Edition.. ? ; : . 
The Poultry Item..........++.ss0+c000- 
American Poultry Journal............. 


Poultry Garden and Home............. 


Leghorn le a a ee ce aa 
New England Dairyman.. ; ; ; . : ; ; ; . ; ; ; 
Wyoming Stockman-Farmer........... 
Plymouth Rock Monthly......ccsessece 
National Live Stock Producer.......... 
The Bureau cues 


STEP Te ee eee ee 


New England Homestead.............. 


Rural New Yorker.....  cuabeaane : : : ; : ; ; 
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1932 Issues* 1931 Issues*® 
rey 14,766 15,557 
<a 9,796 16,439 
re oe 7,456 10,307 
pawatae 7,114 10,247 
anak 6,918 11,503 
bitin 6,804 5,962 2 
aaetareta 6,522 5,827 3 
eevee 6,189 5,773 2 
pee ioice 6,176 7,466 2 
-<we 6,119 5,772 2 
yeree 5,838 7,569 re 
yemkas 4,923 4,865 
ree 4,274 7,772 
iaseke 4,001 4,336 
cheeks 3,738 6,735 
reer 2,664 3,164 
rere 2,447 2,186 
cia are 2,393 6,394 
ieaues 2,375 6,415 
eer 2,340 3,164 
anne 2,117 1,499 
peeere 2,107 2,926 . 
Pee ee 1,943 4,440 
evee 1,889 5,556 
hn ee 1,786 5,542 
Sas ents 1,777 2,626 
weowed 1,758 1,855 
ne eek 1,738 5,496 
sewer 1,658 1,396 
eres 1,571 6,728 
Gina 1,398 1,456 
eens 1,316 2,297 
itekos 583 1,142 
éviars 8,050 
9,874 
pceeee 6,471 
hee wn 6,990 
vader 6,665 
erro 5,679 3 
<n 6,270 
6,792 
5,736 
eich 2,083 
8,241 2 10,675 2 
siveus 8,023 2 10,168 2 
nek ae 7,652 2 8,983 4 
eee 7,482 2 9,209 2 
ele ee 6,376 2 7,469 2 
Serer 6,174 2 8,724 3 
Kenead 5,685 2 7,540 4 
eer 5,422 2 9,729 2 
aly ety 4,949 2 6,409 2 
err 4,969 2 6,768 4 
ere 4,798 2 10,483 + 
feewks 4,750 2 6,969 2 
cDesed 3,887 2 6,320 3 
rer 3,297 2 5,119 3 
eer 2,821 2 4,605 2 
endede 1,092 2 364 a 
ree 672 2 728 4 
esae s 420 2 364 4 
eke 420 2 700 + 
ie eiticn 364 2 364 4 
ccxbee 224 2 364 4 
ee 224 2 532 4 
a ee 196 2 364 4 
sea ees ae: <4 1,053 4 
reer t 920 4 
ranate in.tp 364 4 
Pree e ee 17,808 5 14,818 4 
a setae 15,843 5 16,220 4 
Brattain 8,178 5 9,413 5 
Seeens 7,646 5 9,421 5 
erg 6,437 5 7,497 5 
bnena cata 4,952 t 11,560 5 
are wit 4,358 4 Nas a 
ere 4,358 4 ies 
5 oul eta 2,811 5 2,099 4 
ae ae 1,914 4 3,102 5 
yreladaias 1,943 5 4,111 4 


*Discrepancies between these columns for 1931 and 1932, except in the 
case of weeklies, are explained by changes in frequency of issue of the pub- 


lications involved. 


Advertising Record Co, 


Four Join Chicago 
Staff of McCann-Erickson 


The Chicago staff of McCann-Erick- 
son, Inc., has been augmented by the 
addition of four new men. They are: 
R. E. Tuttle, formerly with Adver- 
tisers, Inc., Detroit; W. G. Schoen- 
hoff, formerly assistant space buyer, 
Wm. H. Rankin, Inc., Chicago; John 
Jamison, formerly in the agency’s 
Cleveland office, and John Monroe, 
formerly with Battenfield & Ball, Des 
Moines, Ia. 


Bowman Rejoins Federal 


J. F. Bowman, formerly general 
sales manager of Federal Motor 
Truck Company, Detroit, and later 
with Garford Motor Truck Company, 
has been named vice-president in 
charge of sales of the former com- 
pany. 


Jacobs List Moves 


The New York office of Jacobs 
List, Inc., advertising representatives 
of official church weeklies, will be 
moved to Fred F. French Bldg., 551 
Fifth Ave., Feb. 1. Dillon and Kirk, 
KKansas City, Mo., have been ap- 
pointed representatives of the com- 
pany in the midwestern territory. 


Financial Paper Cuts 


Effective Feb. 1, the page rate of 
Magazine of Wall Street, New York, 


will be reduced from $650 to $450, — 


and the line rate from $1.60 to $1.10. 


Start New Agency 


Cormack-Anderson-Moe, Inc., has 
been organized in Milwaukee by E. 
P. Anderson, J. A. Cormack and H. 
J. Moe. 


IN CHICAGO. 


DIRECT TO 
THE HOME 


Sampling and distribution campaigns are 
effective because they are direct and posi- 
tive in their appeal to consumers. 


We offer you our experienced aid in planning how, when and in what 
sections you can most profitably start your campaign in the Chicago Market. 
Ask for our book giving significant figures on the natural divisions of 
“The Market, Chicago." 


BIG 


ADVERTISING CARRIERS 
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HIGHEST INCOME 
FAMILIES GIVEN 
CEREAL SAMPLES 


Wheatena Selects Prospects 
in Chicago 


Chicago, Jan. 19.—Overturning the 
tradition that sampling of “hot” 
cereals must be an early-season op- 
eration, Wheatena Corporation, Rah- 
way, N. J., invaded Chicago this 
week with a campaign aimed at high- 
income brackets. 

Big 4 Advertising Carriers are dis- 
tributing 1,000,000 helpings of Whea- 
tena to several hundred thousand 
families in Chicago and suburbs. 
It is said to be the first time in the 
history of the Wheatena Corporation 
that sampling has been entrusted to 
any outside organization. The new 
policy presages the dissolution of the 
company’s own sampling organiza- 
tion. 

In the current operation, only 
Jewish families are excluded from 
the ban on low-income groups. This 
is because of their traditional fond- 
ness for hot cereals, which makes 
them excellent prospects in spite of 
the fact that Wheatena is the high- 
3st-priced product in its field. 

The campaign will run for three 
weeks, being conducted on a rather 
leisurely basis to enable the Wheat- 
ena sales force to capitalize the dis- 
tribution. C. L. Connor, general 
sales manager, is giving his personal 
supervision to the Chicago campaign. 


Grocers Are Contacted 


The Wheatena sample contains 
enough cereal for a breakfast for a 
family of four. Distribution is con- 
ducted by men garbed in attractive 
blue and gold smocks. They not 
only visit housewives, but every 
grocer on their route. While they 
do no actual selling, they pave the 
way for a later call by a salesman 
by checking on the amount of stock 
on hand, and, more important, its 
This is detected by means of a 
coded date on each package. Where 
stocks are so old as to suggest de- 
terioration, they are replaced with- 
out charge by the company. 

National Tea Stores are being used 
as supply bases for distributors. This 
unusual co-operation is extended by 
the chain on the theory that every 


NOW! 


You Can Have 
THE 
STANDARD ADVERTISING 
REGISTER 
Arranged by 
PRODUCT GROUPING 
GEOGRAPHICALLY - 
SUPERIORITY plus FLEXIBILITY 
now at your service 


CONSULT OUR NEAREST 
OFFICE 


National Register Publishing Co. 
EASTERN OFFICES 
853 Broadway, New York 
7 Water St., Boston 
WESTERN OFFICES 


140 So. Dearborn St., Chicago 
235 Montgomery St., San Francisco 


CHow to Select and Register a 


TRADE MARK 


also HOW TO OBTAIN a 


PATENT ” 


ds Explained in my 
FREE BOOK 
Write to.. 


Clarence A.O'Brien 


Registered Patent Attorney 


coPpyYy- 
RIGHT 


purchaser of a cereal is usually a 
good customer for other lines. 

In addition to the sample, each 
housewife 


receives a four page 
tabloid newspaper. “Wheatenaville 
News.” In sensational style, this 


paper relates that “ ‘Boss’ Lassiter 
Leaps to Liberty.” This leads into 
the newspaper version of the Wheat- 
ena radio series, running on NBC, 
with Station WMAQ as the Chicago 
outlet. 

Other features of the tabloid are 
a cross-word puzzle, recipes by 
Janet Freeman under the unusual 
title, “Come Into My Kitchen,” and 
a fairy story for the youngsters. 

Grocers are also presented with a 
folder in color which urges them to 
“Watch your sales go up—up— up 
on this profit-selling cereal.” 

Finally, the distributors, with the 
grocers’ permission, install an at- 
tractive counter display which re- 
minds visitors that Wheatena is 
available in that store. 

In addition to undertaking actual 
distribution of samples, Big 4 Adver- 
tising Carriers have also dispatched 
special letters to jobbers and chain 
stores apprising them of the current 
campaign and its opportunities. 


Hays Decries Inadequacy 
of Exchange System 


Inadequacy of the present ex- 
change system which must be over- 
come in the recovery of business 
strengthens the “buy American” 
movement inasmuch as concentrated 
buying is the resultant effect, George 
O. Hays, business manager of Steel, 
Cleveland, told the Pittsburgh Ad- 
vertising Club Jan. 17. 

Greater improvements in machin- 
ery will be made as the problem of 
mass distribution is given as careful 
study as that of mass production, he 
predicted. 


Detroit Printers Hold 


Business Conference 


Over 250 printers attended the 
Franklin Day Printing Conference, 
called by Typothetae-Franklin Asso- 
ciation of Detroit, Monday. 

Speakers included L. S. Downey, 
Redfield-Downey-Odell Company, New 
York, president, New York Employ- 
ing Printers’ Association; Russell A. 
Pettengill, president, Pettengill, Inc., 
Chicago; Thomas R. Jones, presi- 
dent, American Typefounders Com- 
pany, Jersey City, N. J.; and George 
R. Keller, past president, United 
Typothetae of America. 


Col. Galvin Seeks 


Change of Scene 


Col. L. S. Galvin, publisher of the 
Lima (0O.) News and co-publisher of 
the Lima Morning Star, sailed this 
week from New York for a two 
month’s vacation trip in South Amer- 
ica. 

He will be joined at Havana on his 
return trip by Mrs. Galvin and their 
daughter, Catharine. 


Typewriter Firm 
Promotes C. J. Rogers 


Charles J. Rogers, for many years 
manager of the Washington office of 
L. C. Smith & Corona Typewriters, 
Inc., has been appointed executive 
sales manager, and is now located in 
the general offices in New York. 
Hurlbut W. Smith has been elected 
president of the company succeeding 
Fowler Manning, recently resigned. 


Mueller Names Allen 


Mueller Baking Company, Tulsa, 
Okla., and Springfield, Mo., has placed 
its advertising with T. C. Allen Com- 
pany, Tulsa. Newspapers, outdoor 
posters and direct mail will be used 
in three states. The appointment 
does not affect the present associa- 
tion of Mueller with the W. E. Long 
organization. 


Hicks to Advertise 
Blackshire Dresses 


Hicks Advertising Agency, New 
York, has been appointed by Black- 
shire, New York maker of Blackshire 
dresses. 

Francis Marquis will be the account 
executive. 


Peck Names Schaffner 


Peck Bros. Company, New Haven, 
Conn., plumbing fixtures, has placed 
its account with Claude Schaffner 
Advertising Agency, New Haven. 


Business papers and direct mail will 
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Beautiful Men 
In Copy Annoy 
This Consumer 


Milwaukee, Wis., Jan. 17.—A mere 
man’s reaction to advertising show- 
ing elegant pictures of motion pic- 
ture leading men is voiced by Rich- 
ard S. Davis, columnist, in “an open 
letter to advertisers” in a recent 
issue of Milwaukee Journal. 

“From the commercial viewpoint, 
it is nothing short of folly to plaster 
the boards with such handsome 
men,” he writes. “It is high time 
that advertisers recognize that their 
trade is being injured by such ex- 
hibits. Ordinary people—deficient in 
chins, mistreated as to shoulders, 
unfortunate in noses and no doubt 
potty in the middle—such people 
cannot fail to be resentful about the 
unblemished gentlemen in the ad- 
vertisements. 


A Silent Protest 


“Certainly it is true that any 
manufacturer who catered only to 
good looking customers would find 
himself bankrupt within a week. 
Why, then, should the public be 
given the impression that the adver- 


tiser’s product is especially designed 
for motion picture leading men? 
“In silent protest against those 
magnificent lads who grace the cigar- 
ette ads, this indefatigable smoker 
has switched from one brand to an- 
other. Nothing has been gained 
thereby, for all the cigarette com- 
panies have heaped insult upon in- 
jury, but it has relieved the smoker’s 
feelings to quit them all in turn. 


Offers a Pledge 


“If some cigarette manufacturer 
should have the good sense to pre- 
sent an actual portrait of a man en- 
joying himself with tobacco, this 
consumer would be glad to pledge 
himself to use nobody else’s pro- 
duct. Preferably the man in the 
advertisement should be a trifle 
stoop shouldered and perhaps a little 
bald. There should be ashes upon 
his vest. His necktie should be of 
the Merry Christmas from Aunt 
Imogene variety.” 

Mr. Davis outlines similar suitable 
peses for men consuming soup or 
spaghetti, or testing a new car. 

“It must have been noted,” he con- 
cludes, “that no complaint has been 
made about beautiful ladies. And 
there will be none from this quarter, 
but what is a lump in the throat for 
the gander may well be a pain in the 
neck for the goose.” 


State Press Group 
Fights State Action 


Aroused by an order issued by 
Auditor General John K. Stack, Jr., 
cancelling state advertising con- 
tracts, members of Michigan Press 
Association will hold a protest meet- 
ing over the week-end to lay plans 
to block the action. 

At the Association’s annual meet- 
ing, held in Lansing last week, Ver- 
non J. Brown, publisher, Ingham 
County News, was elected president; 
J. John Pope, Grandville Star, vice- 
president, and R. G. Jefferies, Lowell 
Ledger, was re-elecetd secretary- 
treasurer. 


Adams Is Advanced 


Marshall Adams, former sales 
promotion manager in the merchan- 
dising department of Westinghouse 
Electric and Manufacturing Com- 
pany, Mansfield, Ohio, has been 
named to a similar position with 
Westinghouse Electric Supply Com- 
pany, New York. 


Ziv Enlarges Staff 


Justin E. Bell and Krell E. Spires 
have joined Frederic W. Ziv, Inc., 
Cincinnati, as account executives. 


Hammond Resigns 


George Hammond, veteran public- 
ity director for Albert Frank-Guen- 
ther Law, Inc., Chicago, has resigned. 


“The 


Flying Dutchmen,” 
WLW 


staff orchestra, broadcast over N 
midnight. 


be used. 


outstandin; 


blue network from Cincinnati, Sundays at 


“Fats” Waller, identified with the WLW 
Rhythm Club, one of the most sensational 
acts on radio today. 


THE CROSLEY 
Powel Crosley, Jr., President 


| We have the TALENT 
...and the WATTAGE 


to do an outstanding 
Advertising Job ior you 


population” to Mr. and 
more about our popular 


RADIO 


ADIO entertainment suitable to your product 
and your market is available in our extensive 

staff of outstandingly brilliant radio artists. “Blues 
Singers,” red-hot orchestras, comedians—any and 
every type of radio amusement is provided at 
WLW. Announcers, specially picked for their 
delightfully pleasing voices, tell your story inter- 
estingly and convincingly “from near the center of 


our 72-page portfolio, sent free on request. 


CORPORATION 


Mrs. Purchaser. Learn 
50,000-watt station from 


Near the Center 
of Population 
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COPELAND 10 
LAUNCH DRIVE 
ON NEW MODEL 


Mt. Clemens, Mich., Jan. 19.—Cope- 
land Products, Inc., will launch a 
national drive, embracing trade publi- 
cations, newspapers, outdoor and di- 
rect mail, early in February to in- 
troduce “a revolutionary type of 
electric refrigerator, differing radic- 
ally in design and construction from 
all previous types.” Newspapers and 
outdoor showings will be used on a 
co operative basis with dealers. 

The new product, an addition to the 
present line, will be featured as 
simplifying the service problem. 
Copy will claim that, whereas pres- 
ent-day electric refrigerators demand 
expert attention when something goes 
wrong with the power plant, the unit 
construction of the new product will 
enable the user himself to remove 
the faulty section and send it on for 
repair. This feature will be widely 
heralded in rural sections where the 
consumer does not enjoy easy ac- 
cess to the service man. 

The first direct-mail shot will be in 
the form of a newspaper, filled with 
teaser copy, addressed to the trade. 
Catalogs describing the new line in 
detail will follow. Mailings to deal- 
ers will number 25,000. 


Build a Personality 


Advance publicity, started this 
week, is of the “rumor” type. These 
pre-campaign notices are built about 
the person of William R. Wilson, 
who took up active duties as presi- 
dent of Copeland last October, after 
serving as chairman of the board 
since 1925. 

They cite the fact that during his 
association with Reo Motor Car Com- 
pany he so completely changed the 


conservative lines of the old Reo that 
the new model he introdued bore no 
resemblance whatever to its proto- 
type, and that the airplane type of 
design he introduced in that car three 
years ago is reflected in almost every 
ear shown in the 1933 automobile 
shows. They claim this background 
augers a completely revolutionary 
type of refrigerator. 

Paul Cornell Company, Inc., New 
York, is the Copeland agency. 


Sells on Consignment 


Tung-Sol Radio Tubes, Inc., New- 
ark, N. J., has announced a new 
consignment policy in copy addressed 
to radio retailers. The new policy 
protects dealer against loss from ob- 
solescence, price changes, and “pred- 
atory, cut-throat competition,” the 
company says. 


Has Aerial Signs 

Will Richardson, licensed pilot of 
Lincoln, Neb., has equipped the 
wings of his plane with Neon tubing 
and is soliciting night airplane ad- 
vertising. The plane is also equipped 
with a broadcasting system which 
enables records to be heard three 
miles away. 


Popular Products Corp. 
Names New York Agency 


Grant & Wadsworth & Casmir, Inc., 
New York, have been appointed by 
Popular Products Corporation, New 
York distributors of cosmetics. 

Magazines and roto sections will be 
used. 


Four Give Discounts 


Stuart, Fla. News, Boone, Ia., 
News-Republican, Brooklyn, N. Y., 
Times-Union, and Sharon, Pa., News- 
Telegraph have announced varying 
discounts to national advertisers 
using specified amounts of space. 


Named Vice-Presidents 


Anne S. Ashenhurst, Clinton S. 
Ferris and John K. Rich have been 
elected vice-presidents and participat- 
ing partners in  Blackett-Sample- 
Hummert, Inc., Chicago. 


JOINS AGENCY 


Harris W. Roberts, who has re- 

signed as director of advertising of 

"Chicago Daily News" to become 

vice-president of Homer McKee, 
Inc., Chicago agency. 


To Advertise Asbestos 


McLain Organization, Philadelphia, 
will use business papers and direct 
mail for U. S. Asbestos Division of 
Raybestos-Manhattan, Inc., Manheim, 
Pa., brake linings, clutch facings and 
automobile packings. 


Form Premium Company 


Grand Premium Company, to con- 
duct a general advertising business, 
has been organized at 30 Journal 
Square, Jersey City, N. J., by John 
J. Dunn, Jack Rown, and Nathan L. 
Amdur. 


Pick Hirshon-Garfield 


Society Club Hats Corporation, 
New York, men’s headwear, has ap- 
pointed Hirshon-Garfield, Inc., New 
York. Magazines, trade papers and 
direct mail will be used. 


This is Number Four of 
a series of ads which 
show how we produce 
the quality and service 
which have made Jahn 
& Ollier Engraving 
Co. the largest photo- 
engraving plant in 
Chicago. 


ADVERTISING ———_ 
ILLUSTRATIONS 


_- is a group of skilled artists in 
our studios who create Advertising IIlustra- 
tions in all media—pen, wash, dry brush, 
pencil, crayon, oil, dye and water color. 
Each man is a specialist. Layout, design, 
lettering, figure construction, mechanical art 
and retouching are all a part of their daily 
work. Beyond the standard of excellence 
these men maintain, there is another factor 
of significance to you. They know how to 
make drawings that can be reproduced at a 


= 
a 
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minimum cost for printing plates. 


With such facilities at your disposal you can 
centralize control of your art, photography 
and engraving in one complete organization. 
You will be amazed at the saving in money, 
time and trouble. 


Whether it is a carton or a catalog—bro- 
chure or broadside, call for one of our capa- 
ble service men. He is ready to help—any- 
time, anywhere. 


JAHN & OLLIER ENGRAVING CO. 


ADVERTISING ILLUSTRATIONS—PHOTOGRAPHS 
FINE PRINTING PLATES FOR BLACK OR COLORS 


TELEPHONE MONROE 7080 
817 W. WASHINGTON BOULEVARD e CHICAGO 
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YEARLY SUMMARY OF FARM PAPER LINEAGE 


“Bargain Sale’ 
On White Space 


Is Inaugurated 


New York, Jan. 17.—Charles Scrib- 
ner’s Sons, publishers of Architec- 
ture, have announced a “bargain 
sale” of white space in the publica- 
tion, under which twelve-time rates 
on pages have been reduced from 
$175 to $120, on half-pages from 
$87.50 to $70, and on quarter-pages 
from $43.75 to $35. The “bargain 
sale’ ends with the closing date of 
the March issue. 

Pointing out that department 
stores and exclusive shops _ fre- 
quently have sales, the publication’s 
announcement says: “So far as we 
know, this is the first time any maga- 
zine has held a bargain sale of adver- 
tising space. This offer is a bargain 
in the real meaning of the term— 
the sale of a product of proved value, 
at a reduction, in order to meet the 
needs of the times. 

“It is not a frantic attempt to ‘get 
business at any price,’ it is not a de- 
pression-driven expedient—it is a 
carefully considered move made be- 
cause we believe present day selling 
calls for it.” 


Soth Is Representative 


Tom Soth, formerly with Western 
Advertising, has been named San 
Francisco manager for Hallett E. 
Cole, Los Angeles, publishers’ repre- 
sentative. 


Names Hanff-Metzger 


Renken & Yates Smith Corporation, 
New York, importer of Peek Frean 
biscuits and Robertson’s marmalade, 
has appointed Hanff-Metzger, Inc. 


Has Ventilator 


Allen Corporation, Detroit, has be- 
gun plans for marketing a new prod- 
uct, the Allen Electro-Wind Turbine 
Ventilator. 


Publish College Paper 


Von Boeckmann-Jones, printers of 
Austin, Tex., have begun publication 
of The College Digest, which briefs 
the news from 67 Texas colleges. 


Sumner Expands 
G. Lynn Sumner Company, New 
York, has exchanged its offices on the 
sixteenth floor at 285 Madison avenue, 


for larger quarters on the fifth floor. 


Monthlies 1932 1931 |The Farmer and Farm 
Country Gentleman....210,597 381,265 Stock and Home: 
California Citrograph.162,105 221,262| Minnesota Edition...184,689 284,035 
Capper’s Farmer...... 155,706 210,162 Dakotas-Mont,. Ed...144,399 230,393 
Successful Farming...143,063 199,671 | Nebraska Farmer..... 177,653 296,143 
Progressive Farmer & Prairie Farmer: 
Southern Ruralist: Illinois Edition...... 171,643 275,474 
Carolinas-Va, Ed....111,570 206,418] Indiana Edition.....124,851 213,97] 
Georgia-Ala. Edition.104,138 198,016 | Wisconsin Agricultur- 
Texas Edition....... 101,309 179,820] ist & Farmer....... 166,810 256,391 
Ky.-Tenn. Edition... 97,021 191,252 Pennsylvania Farmer..161,278 268,06] 
Miss. Valley Edition 92,218 192,751] Rural New Yorker....153,075 259,122 
Florida Grower....... 104,388 127,361} Dakota Farmer....... 129,440 249,824 
Country Home........ 102,539 120,827| Ohio Farmer ......... 128,585 252,987 
Southern Agriculturist 83,504 137,670| New England Home- 
Farm Journal......... 78,664 115,501] stead .........+.+.-- 121,026 237,830 
Western Farm Life... 73,163 132,057| American Agricultur- 
Southern Planter...... 65,563 125,629 Tl See 115,984 194,590 
Poultry Tribune....... 56,186 90,532} Kansas Farmer (Mail 
Breeders Gazette...... 52,543 117,119 & Breeze) .......06. 111,195 224,276 
The Poultry Item..... 44,466  55,686| Michigan Farmer..... 108,642 206,736 
Wyoming Stockman- American Agricultur- 
PE isetoreveers 7,327 48,305 ist Local Zone Ad- 
Metter Preit 2. occcc0 35,861 60,875 vertising: 
Leghorn World....... 35,378 53,469 Long Island......... 20,877 8,928 
Rhode Island Red Jrnl. 34,317 51,203 Poughkeepsie ...... 17,156 14,783 
American Poultry Jrnl. 34,312 70,748 Re own aso e0peaeens 8,387 11,613 
Dairyman’s Journal... 34,302 55,298 SR sors oe eek Ke 8,146 10,900 
Plymouth Rock Binghamton ........ 7,316 4,556 
PROCS ree 34,202 51,679 New England....... 6,336 5,550 
Everybody’s Poultry Watertown ......... 4,950 8,623 
PE 6 b:6.049R000%6 27,820 46,362 TE 4,614 12,951 
New England Dairyman 27,098 47,714 ME 5660044 cradles 4,419 9,065 
National Live Stock DED bk 44 tboeeenee 4,397 13,015 
TS eee ee 26,447 44,825 SE a 3 556 - see ae bo 1,471 3,899 
The Bureau Farmer... 25,770 35,699 | Pennsylvania-New Jer- 
Northwest Poultry Jrnl, 23,743 37,845 sey-Delaware & . 
Southern Cultivator... 23,275 92,425 eee 646 2,734 
Poultry -Garden and 
DR cance een 4 19,692 46,921] Weeklies 
Farmers Home Journal 14,396 24,332 | Pacific Rural Press...253,943 321,691 
California Cultivator..211,998 284,832 
Semi-Monthlies Washington Farmer...156,677 216,905 
Oklahoma Farmer- —— Kansas City 
ar: 
Mo 147,341 198,053) wricsouri Edition....153,145 208,805 
PM csecese 122,613 207,887 K Edition 146.210 
Missouri Ruralist..... 102,190 169,199 pone a wy has oun 
Hoards Dairyman..... 94,484 199,695 rin penagilliedeamaas ome 40 672 
Montana Farmer...... 92,747 149,980 Edition ......+..-. hy eniait 
Indiana Farmers Guide 88,314 181,281 | Oreson Farmer........146,691 204,668 
Utah Farmer.......... TRE) esters EE aes See 
Arizona Producer...... 65,136 91,269 oe Farm 
Missouri Farmer...... 64,964 58,662 
F x Friday Edition...... 45,044 57,464 
Arkansas Farmer..... 62,034 62,355 Tuesday Edition.... 37.445 68.941 
Bi-Weeklies Dairymen’s League 
Waettese? Geena and errr er rere ee 37,658 68,145 
Iowa Homestead....185,135 305,723 —Advertising Record Co, 
. 
Chek-Chart Appoints 


Advertising of the Chek-Chart Cor- 
poration, Chicago, publishers of lubri- 
cation guides, has been placed with 
Rogers-Gano Advertising Agency, 
Inc., Chicago. 


N TURNING the 
pages of your favorite 
newspaper or maga- 
zine, havent you 
often read certain ad- 
vertisements telling 
about things you 
never thought you d 
be interested in, and 
found out, after all, 
you were intensely 
interested ? Doubt- 
less many of those ads 
were set by Pittsford 
—because we insist 
that the message We 
set be easy to read. 


BenC Pittsford Co. 


ADVERTISING 
TYPOGRAPHERS 


605 South Clark St. « « Chicago 


Wabash 
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ADVERTISING AGE 


15 


‘Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


POSITIONS WANTED 


EDWIN F. SKILLMAN 
Is “OUT” 

As Editor and Advertising Manager 
of The Advertising Club News of 
New York after three and a half 
years Of faithful service contacting 
the several thousand executives in 
advertising, publishing and allied 
fields. His valuable contacts will be 
worth capitalizing upon by some or- 
ganization of repute. Nearly every- 
one in New York advertising circles 
knows of his successful record and 
will probably be very glad to recom- 
mend him. Has sold seventy pages 
of advertising for one issue by tele- 
phone in two weeks’ time. Broke 
many newspaper advertising records 
prior to recent connection. Public 
relations work. Copy, layout, ideas. 
Unlimited energy. Salary to suit 
opportunity. Will locate anywhere. 
Address, wire or telephone him, 230 
East 7ist Street, N. Y. C., or care 
Advertising Club, Miss Munz. 


ADVERTISING SALESMAN, 35 
years of age, college graduate, ten 
years successful experience securing 
new accounts, wishes connections. 
M. L. Green, 501, 333 N. Michigan 
Ave., Chicago. 

ADVERTISING MANAGER with 
12 years resultful advertising service 
and printing record would like to 
connect with national, sectional or 
local advertiser (manufacturer or 
wholesaler) in or near Kansas City. 
Postoffice Box 312, Kansas City, Mo. 


ART DIRECTOR and layout man— 
specialist in publication and agency 
work. McGraw-Hill, Hearst and 
U. P. C. experience. Available for 
full or part time work. Reasonable 
charges. Generates ideas quickly. 
Box 210, ADVERTISING AGE, New York. 

Aggressive merchandising-advertis- 
ing man who knows department store 
and jobbing distribution, highly rec- 
ommended by top executives, seeks 
eastern connection. Record of ac- 
complishment in tangible form. Box 
211, ADVERTISING AGE, Chicago. 

COPY WRITER — Young lady — 
completed 7-yr. course in the School 
of Experience. Has “fertile” ideas, 
versatile experience, in department 
store and general agency. Both copy 
and layout. Exceptional references. 
Would be especially valuabie to one- 
man agency. Familiar with every 


Announcement 


As a service to unem- 
ployed in the advertising 
field, the classified columns 
of ADVERTISING AGE will be 
thrown open to unemployed 
advertising men and women 
without charge, until further 
notice, under the following 
conditions: 

The user must previously 
have been employed in the 
advertising department of a 
national advertiser, an 
agency, or a publication, and 
must be out of work at the 
time the advertisement is 
submitted. 

Advertisements must be 
limited to 30 words; and 
will be inserted only once 
for any individual. 

ADVERTISING AGE reserves 
the right to edit or reject 
any copy. 

Box numbers may be used 
if desired. 

Submit copy to 


ADVERTISING AGE 
537 S. Dearborn St. 
Chicago 


phase of work in agency office. Box 
No. 230, ADVERTISING AGE, Chicago. 


perience; age 35. Box 209, ADVERTIS- 
ING AGE, Chicago. 


ADVERTISING SOLICITOR — 5%, 
years on last publication. Intelligent 
and good personality. Satisfactory 
references including previous em- 
ployer; 33 years old and married. 
Salary can be arranged. Box 213, 
ADVERTISING AGE, Chicago. 


PUBLICITY DIRECTOR, four 
years with automobile manufacturer; 
four years with Four A agency as 
publicity manager; five years news- 
paper experience. Married, 43, Chris- 
tian, college education. Box 208, 
ADVERTISING AGE, Chicago. 


YOUNG, INTELLIGENT stenogra- 
pher; publishers’ representative expe- 
rience; general office and reception 
work; reasonable salary. Box 214, 
ADVERTISING AGE, Chicago. 

INDUSTRIAL ADVERTISING and 
sales promotion man, thoroughly ex- 
perienced; writes intelligent and 
sensible copy; knows distribution; 
successful record; highest recom- 
mendations; will show work; also 


agency, newspaper and magazine ex- 


ENERGETIC MAN, under 30, ten 
years magazine, trade paper, house 
organ editing, national publicity, 
newspaperman. Merchandising, bio- 
graphical, technical writing; make- 
up. University graduate. Married. 
Ira Glucksman, 760 Mott Ave., New 
York. 

YOUNG LADY—Thorough knowl- 
edge retail advertising and merchan- 
dising methods — copy, layout and 
production; seven years last firm 


seeks connection where this experi- 
ence will be of value. Box 204, 
ADVERTISING AGE, New York. 

ADVERTISING MAN—831 years 
old, with 11 years experience in all 
phases of retail and direct mail ad- 
vertising from layout and copy to 
completion. Also purchasing agent 
of printing, etc. Albert R. Jenssen, 
3942 Eddy St., Chicago. 


SEEKS COPY POSITION 

Writer, seven years’ copy and ex- 
ecutive experience with J. Walter 
Thompson Company. Will gladly 
supply details. Age 32. Married. 
Box 205, ApvertTisinc AGE, New York. 

AS AGENCY EXECUTIVE and 
national advertising manager news- 
paper, past 12 years has created 
wonderful background—married, age 
42, Christian, resourceful, reliable, 


energetic, builds and holds accounts. 
Desires connection Southwest. Box 
206, ADVERTISING AGE, Chicago. 


COPYWRITER, whose copy has 
always satisfied all those concerned; 
because he knows advertising, human 
nature, and sales psychology. Op- 
portunity sought where IDEAS 
count. Four years agency and varied 
advertising experience. Age 26. 
Single. Moderate salary. Box 207, 
ADVERTISING AGE, New York. 


COPYWRITER—Young lady, expe- 
rienced direct mail and newspaper 
advertising, layouts and general pro- 
duction—desires full-time position, 
salary secondary to opportunity 
afforded; or will exchange service for 
desk space. Box 215, ADVERTISING 


AGE, New York. 


in RETAIL ADVERTISING ae 
in GENERAL ADVERTISING 

in AUTOMOTIVE ADVERTISING 

in TOTAL DISPLAY and 

in TOTAL ADVERTISING 


1932 closed a quarter of a century of 


undisputed Times-Star leadership. Continuously for twenty-five 


years the Times-Star has published more advertising than any 


other Cincinnati newspaper; verifying public confidence, reader 


acceptance, prestige and influence. It clearly shows an out- 


standing, adequate medium...the exclusive choice of the majority 


of advertisers. In Cincinnati the Times-Star does the job ALONE. 


CINCINNATI TIMES-STAR 


HULBERT TAFT 
President and Editor-in-Chief 


Eastern Representative 
MARTIN L. MARSH 


60 East 42nd Street 
New York 


Western Representative 
KELLOGG M. PATTERSON 


333 N. 


Michigan Ave. 
Chicago 
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ADVERTISING AGE 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


FOREIGN DOCTORS GIVE WAY TO COMIC STRIP 


WHY 00 YOU KEEP NAGGING ME 
TO EAT? HAVENT | TOLD YOU 
MY HEAD'S SPLITTING AND 
EVERYTHING | EAT GIVES 


; msnz> mid OPM 
ithe , 


WT WHEN INTESTINES BECOME 


OH, JOHN. 1'M SO HAPPY 


SLUGGISH, FOOD WASTES YOU FEEL SO WELL AGAIN! Doctors advise 

COLLECT. POISONS FILTER hi Foop! 

INTO THE BLOOD, CAUSING this ° 

HEADACHES, INDIGESTION, ON'T tet constipation 

ETC. FRESH YEAST 1S THE Ate aso amn 
BEST WAY TO CORRECT co ort wt tren 


THIS CONDITION. 


and » 
Start today to eat Fleisch- 
cokes © 


<<) | 
oe mat 


Current newspaper copy for Fleischmann's yeast has subordinated the 
foreign aa authorities’ testimonials which have featured this 
company's advertising for several years, in favor of the current comic 
strip style. This particular advertisement carries no direct testimonial. 


1 WISH 1'D KNOWN THIS 
SOONER, DOCTOR.1 WAS 
TAKING A CATHARTIC 
ALMOST EVERY NIGHT. 


TELLING THE WHOLE PROMOTION STORY 


a g 
oT ow, 


SAMBAIGNS 


© GALES PLANS o> 


MOTION 


‘SUSTAINED SALES ACTIVITY 


TRADE PAPER ADVERTISING 


LIGHTING PR 


CALENDARS 


PERSONAL SELLING 


RADIO ADVERTISING 


MAGAZINE ADVERTISING 
CARTONS and SLEEVES 


~ NEWSPAPER ABVERTISING — 


san tlio 


DISPLAYS 


LIGHTING SERVICE 


~ LOCAL ADVERTISING 


sii 


~ INTERIOR DISPLAY. YAM 
= WINDOW DISPLAY X 


‘ 


"CONSUMER 


One adaptation of the juvenile department, "Little America," which Brown Shoe Company, St. Louis, | 
will merchandise to selected dealers in several cities. Other and less elaborate juvenile department 
decorations are being urged for a larger group of dealers. 


INTERNATIONAL HARVESTER USES "NATURAL" PHOTOGRAPHS 


No effort has been made to "doll up" this photograph and others like it, which were made with 
ordinary photographic equipment under actual farm conditions. The photographs are being used to 
illustrate copy on the new, inexpensive, light Farmall tractor of International Harvester Company. 


TO PLEASE DENTISTS 


The Nela Park sales promotion department of General Electric Com- 

pany has found this Visualization Chart of great value in pointing out 

to Held offices and trade contacts how the entire program of the 
department operates to build sales for the company's products. 


REFRIGERATOR ACQUIRES FURNITURE APPEAL 


A new example of furniture-refrigerators from the custom-built line 
of the Frigidaire Corporation, _ O. The ver 6 gue has 
operated profitably in large cities for five years supplying refriger- 
ators to harmonize with the furnishings of any living room or office. 


PAINFUL TEETH 
or GUMS 
gre an urgent warning to 


GO TO YOUR DENTIST 


ON’T be one of the eighty per cent. 
Eighty per cent of the people do not 
take proper care of their teeth. 
Have your teeth properly attended to at 
regular and frequent intervals; you there- 


Poloris Company, New York, is bid- 
ding for good will from dentists with 
newspaper copy of this type. 


TEST PACKAGES FOR BOTTLED BEER 


- ae 


Le 


% 


Newly designed packages for bottled beer are shown here, being 
given actual customer tests in the Robert Gair laboratory store. 


ni el lH A tag 
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